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A leisure cruise on Channel P? | 
— Meaning PUNCH. Which means that many undistracted wis es 


eyes will View your advertising when they are in a receptive mood — 


taking 1@ your whole story, however long it cakes to tell, 


take your time in [XU Ta. 
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ADVERTISER'S WEEKLY 


FAST 
LETTERPRESS 


SWINDON SIGNCRAFT LTD. 
Swindon 3282 


_ re 
circulation 


Sir.—What is a controlled cir- 
culation? Surely the simple 
answer is, circulation where the 
advertiser wants it. 

In a city the size of Birming- 
ham the local advertiser does not 
always require his advertisement 
to be seen in all districts. The 
local butcher, for instance, can- 
not reasonably expect potential 
customers to travel five or six 
miles to sample the meat he 
offers. But he is keenly interested 
in the householder who lives only 
a few streets away. 

For some years now my 
company has published regular 


THIS WEEK 
Photograph of the Month—page 24. 
NEXT WEEK 


Survey of the Controlled Circulation 
Press. 


monthly advertising magazines in 
six different areas of Birmingham. 
Each carries reading matter and 
the circulation of each is clearly 
stated on every copy. Any adver- 
tiser can be supplied with a list 
of roads covered, and circulations 
vary between ten thousand and 
seventeen thousand per issue, de- 
pending on the area. 

Surely this is controlled circu- 
lation? 

E. J. ORGAN 

Century Publicity, 

Birmingham, 25. 

[A special ADVERTISER'S WEEKLY 
Survey of the Controlled Circula- 
tion Press will be published next 
week,—Ebtror.] 


Laugh at ‘Betts’ 


Sir,—Congratulations to “Betts” 
on his cartoon (July 27)—‘No, 
No, | want this brand.” | laughed 
and laughed, and so did my 
friends. GERALD BEEDLE 
Clifton, Bristol, 8. 


PUBLICITA 


To The Editor... 
i 


New display organisation’s aims 
‘similar to those of BDA’ 


Sir,—-I was interested to read 
of the proposal of the Display 
Producers and Screen Printers’ 
Association to form an_ Insti- 
tute of British Display (July 20). 
Nevertheless, this move may be 
met with some caution. 

The declared aims of the 
Institute are, for the most part, 
commendable enough and are 
bound to meet with the approval 
of most display people. It can- 
hot escape the notice of most of 
those engaged in display, how- 
ever, that these aims are 
strikingly similar to policies 
which the British Display Asso- 
ciation has been actually prac- 
tising since 1943. 

On the point of official recog- 
nition, it 1s worth recalling that 
the British Display Association 
has, for many years, been the 
recognised examining body for 
technical training in all aspects 
of window display, 
over 2,000 candidates have taken 
the Association’s examinations. 

The education syllabus is in 
regular use by the LCC and 
many other education authorities 
and officers of the Association 
sit on the Board of Governors of 
the College for the Distributive 
Trades and Advisory Committees 
to the LCC 

One is bound also to note that 
in contrast with the DPSPA pro- 
posal to confer a “Fellowship,” 
apparently in return for a sub- 
scription, the British Display 
Association instituted its fellow- 
ship only after several years of 
deliberation. Since 1949 only 15 
candidatés have received a 
fellowship. 

FRANK Forpb, 
National chairman. 
British Display Association, 


‘Difficulties 
ahead’ 


Sir,—It is always encouraging 
to hear of movements which are 
directed at the improvement of 
display in the British Common- 
wealth, and I was interested to 
read the report of the proposed 
establishment of an Institute of 
British Display. 

Examination of this project 
and its proposed title, however, 
gave me the impression that there 
will be difficulties ahead for the 
organisers. In the first place it 


and to date * 


is proposed that this organisation 
shall be the authoritative body 
on British display. This, it seems, 
is likely to complicate matters, as 
the existing authority on the sub- 
ject in this country is the British 
Display Association, founded in 
1943. 

I note that it is suggested that 
contact should be established by 
this proposed organisation § at 
Government level. This situation 
exists with the British Display 
Association whose wide educa- 
tional programme, with a syllabus 
used in a great many art schools 
and technical colleges in this 
country, has been synchronised 
with Government educational 
plans. 

I regret. however, to 
the adoption of initials, 
which will be available to 
Fellows paying a sum of five 
guineas. There are too many or- 
ganisations who use initial letters 
with a probable intention of 
giving prestige to their members 
when, in fact, the only qualifica- 
tion required is the ability to pay 
a sum of money. 

This is bad practice and in the 
long run will have the effect of 
lowering the prestige of the or- 
ganisation concerned. 


observe 
FIBD, 


A rigid scrutiny 

This is not the case with the 
distinctions of the British Dis- 
play Association where the 
Fellowship (FBDA) is granted 
only after a rigid scrutiny of a 
dossier containing pictorial evi- 
dence of the life work of the 
applicant as well as the produc- 
tion of a  2,000-word thesis, 
besides a close scrutiny of the in- 
dividual. and also the Licentiate- 
ship (LBDA) which entails -the 
passing of three stiff examinations 
covering a period of three years’ 
study as well as the production 
of evidence of experience of 
more than five years. 

I observe also the term “pro- 
tection” in use. Professional men 
in this sphere are invariably in- 
dividualists who will need a clari- 
fication of this expression. 

Finally it would be, perhaps, a 
mistake to launch an organisa- 
tion, which, if the facts are as 
described, would appear to be 
entering the field as competitors 
to the professional body which 
probably provides them with 
some of their best customers. 
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This again seems to me to be bad 
business. 

Perhaps the organisers have 
not heard of the British Display 
Association, but they should 
hasten to become acquainted 
with it and its work. Its 
members exist all over Great 
Britain, branches existing in 
London, Edinburgh, Southamp- 
ton, the Medway area and Cam- 
bridge and it also has members 
in the outposts of the Common- 
wealth, Australia, New Zealand, 
South Africa, Rhodesia and 
India. 

In company with al! 
men I should welcome 
operation of display suppliers 
and manufacturers in the exten- 
sion and advancement of the 
standard of British display, but 
not in the establishment of an 
Institute of British Display 
which could not on the face of 
it fulfil the functions which its 
title would claim. 

D. St. JuLIAN-Bown, 

Display Consultant. 
W. H. Smith & Son, Ltd. 
Lambeth, S.E.1. 


display 
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Competition pulls 
Midland viewers 


A new series of competitions 
launched last week by Daphne 
Padell in “It's a Woman's World” 
—-produced by TV Advertising 
Ltd.—is reported to be bringing 
a “remarkable respense” from 
Midland viewers, and boosting 
sales of Barbers’ Tea, the adver- 
tisers. 

The competition is a play on 
initials. Daphne Padell's initials, 
“D P” might also stand for Darns 
Pyjamas. Most people have three 
or perhaps more initials, and 
prizes of 100 18-piece tea sets are 
being awarded for the best en- 
tries sent in in the first week. 

All members of the Daphne 
Padell Club were sent a sample 
of Barbers’ Tea before the com- 
petition. 


Publicitas is the leading and largest adver- 


© 


tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 


15, Rue Centrale, Lausanne. 
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George Newnes Limited 


SATISFACTORY RESULTS IN DIFFICULT YEAR 
PROBLEM OF RISING COSTS 
MR. H. C. TINGAY’S STATEMENT 


The fifty-ninth annual general 
meeting of the Company was held 
on Tuesday last at the head office, 
Mr. H. C. Tingay, Chairman, pre 
siding. The following are ex- 
tracts from his statement circu- 
lated with the report § and 
accounts:—The earnings for the 
year ended March 31 last have 
been adversely affected by two 
factors ; firstly as a result of the 
dispute in the printing industry 
in the early part of this year, and 
secondly by rising costs. Group 
profits at £1,222,783 show a de- 
crease of approximately £300,000 
on last year’s figure of £1,527,668. 
After deducting taxation the net 
profit is £786,728 as against 
£909,054 last year. This year’s 
figure includes an amount of 
£66,092 over-provided for taxa- 
tion in previous years. 

The printing dispute involved 
the Company and its Subsidiaries 
in heavy losses. A total of 102 
issues spread over 23 publications 
could not be produced at all. In 
addition substantial extra ex- 
penditure had, and still has, to 
be incurred in an effort to regain 
the lost ground. 

Costs in general, and produc- 
tion costs in particular, have con- 
tinued their upward course. In 
January last, at short notice, our 
paper costs. were increased on 
average by £5 per ton—a very 
considerable addition in view of 
our large annual paper consump- 
tion. Similarly, in January, 
printing costs were substantially 
increased. Our total printing bill 
exceeds three-and-a-half million 
pounds per annum, so it will 
readily be realised what even a 
modest percentage increase can 
mean. 


Parent Company’s Results 


The results of the parent com- 
pany, George Newnes, Ltd., after 
deducting taxation and all other 
charges, show a _ net profit 
of £537,725 as compared with 
£549,044 for the previous year. 
The Directors recommend that a 
final dividend of 15 per cent be 
paid on the ordinary shares, 
making, with the 3 per cent 
interim dividend, a total of 18 per 
cent for the year. This is the 
same as for the previous year. 
After transferring £250,000 to 
General Reserve and £40,000 to 
Staff Sick and Pension Fund, there 
remains a balance of £85,648 to 
go forward to next year’s account. 


Group’s Financial Strength 

The financial strength of the 
Group is fully maintained, as 
disclosed by the Consolidated 
Balance Sheet. Cash resources 


of the several Companies 
amount to £1,377,546, in addition 
to Tax Reserve Certificates of 
£643,575. General Reserve and 
Reserves for Contingencies figure 
at £1,923,961. Development Re- 
serve now reaches the substantial 
total of £919,143. Undistributed 
profits, spread over the vari- 
ous Companies, amounting to 
£385,282, are carried forward to 
next year’s accounts. 


Proposed Scrip Issue 


Over a number of years new 
enterprises, fresh acquisitions and 
long-term developments have 
been made possible out of 
resources set aside from profits 
earned in previous years, and the 
Directors consider that the time 
has arrived when further mea- 
sures should be taken to bring 
capital and assets more into line. 
They therefore propose, subject 
to the consent of the Capital 
Issues Committee, that the parent 
company, George Newnes, Ltd., 
should distribute to its ordinary 
shareholders one new ordinary 
share for each two ordinary 
shares now held. 


The Publications 


The Group now owns and pub- 
lishes sixty-one periodicals cover- 
ing a wide field of publishing 
activity. Twenty-two come with- 
in the general and specialist field; 
the other 39 being trade and 
technical journals. A few of the 
more important might be referred 
to individually. 


Last autumn the Company 
launched a newcomer—The Prac- 
tical Householder—a _ monthly 


in the do-it-yourself field. It was 
a spectacular success from the 
first issue, and today the circula- 
tion exceeds 700,000 copies per 
issue. 

Woman's Own, our highly suc- 
cessful colour-gravure weekly, 
goes from strength to strength. 
The circulation continues to 
advance and is now nearing two- 
and-a-half millions a week. Issues 
of 80 full-size pages are frequent, 
with a large number superbly 
printed in full-colour to display 
editorial features and to cater 
for the needs of advertisers. 

Our group of practical month- 
lies — Practical Motorist and 
Motor Cyclist, Practical 
Mechanics, Practical Wireless 
and Practical Television, com- 
panions of the Practical House- 
holder already referred to, are 
doing well. 

Amateur Gardening, the lead- 
ing gardening weekly, goes for- 
ward again both in circulation 
and advertising support. But for 


the printing dispute, which sus- 


pended several issues, the figures 
for the year would have consti- 
tuted new records in both direc- 
tions. The circulation position 
has been restored, the sales now 
being in excess of 240,000 weekly, 
but the considerable seasonal 
advertising revenue lost as a re- 
sult of suspended issues could not 
be made good. 

The Smallholder, one of the 
properties of our subsidiary, C. 
Arthur Pearson, Ltd., was simi- 
larly affected by the printing dis- 
pute, several issues being com- 
pletely cancelled at a vital time of 
the year. The circulation position 
happily has since been restored 
to normal at nearly the 200,000 
mark. 


Country Life Ltd. 


The Country Life business has 
again had an excellent year, the 
profits being the highest recorded 
at any time in its long history. 
The bulk of the increased profits 
has been provided by Homes 
and Gardens. Over the years 
much thought and expense have 
been devoted to the development 
of this high-class monthly maga- 
zine, and the long-term policy has 
now begun to produce substantial 
results. 


Temple Press Ltd. 


Temple Press, as printers of 
several of their own principal 
journals, was most seriously 
affected by the printing dispute. 
For six weeks the only journals 


the Company published were four - 


monthlies normally printed out- 
side the London area Conse- 
quently, the profit, which imme- 
diately prior to the dispute com- 
pared favourably with previous 
years, was reduced by the end of 
the year to less than half the an- 
ticipated figure. Fortunately, cir- 
culations have been well main- 
tained, but the sharp rise in the 
cost of printing and paper is 
causing anxious thought. Since 
the last statement, Temple Press 
has added two journals to its list 
of specialised publications. 
The Petroleum Times, an old- 
established fortnightly, which is 
the leading oil journal of the 
United Kingdom, was acquired in 
January, and three months later 
a new monthly, Nuclear Engin- 
eering, was successfully launched. 


The National Trade Press Ltd. 


The publications of the 
National Trade Press have done 
well. British Communications 
and Electronics, \aunched last 
year, continues to make further 
substantial progress. During the 
year the Company organised and 
conducted seven trade fairs, 


covering the dress fabric, men’s 
outfitting, household textiles, 
footwear, watch and jewellery 
trades. In March, 1957, they will 
stage the largest textile exhibi- 
tion ever held in Great Britain at 
Earls Court. 


Problem of Rising Costs 

The continuous increase in 
costs, particularly on the produc- 
tion side, gives rise to a search- 
ing analysis of the future 
prospects of the periodical 
market. It has to be kept clearly 
in mind that, in the end, the 
public decides what it will pay 
for its reading matter, and if sell- 
ing prices are pushed too far, all 
concerned in the well-being of 
the industry—publisher, printer, 
paper-maker and the distributive 
trade—must accept a lower level 
of activity. This position has 


been, or is being, reached in 
several directions, and  long- 
established periodicals with 


circulations which a few years 
ago would have made very satis- 
factory profits, are now struggling 
to make ends meet, and are being 
faced with being priced out of 
the market if costs go still further 
against them. 

In the field of new enterprise, 
always highly speculative at any 
time, even the most courageous 
of publishers must now have his 
courage put to a stern test. To 
launch a new popular paper in 
the mass circulation category, 
risks have to be taken which are 
not fairly related to possible re- 
wards. The break-even point in 
circulation, particularly in the 
case of colour-gravure printing, 
has now reached a level which 
at one time would have been 
described as astronomical, and as 
a result, the large promotional 
expenditure involved in reaching 
the required target would in 
many cases not be justified. The 
obvious outcome of these condi- 
tions is that the publisher today 
is not encouraged too readily to 
engage in new ventures on a big 
scale. 


Group’s Widely Spread Interests 


So far as our own Group is 
concerned, it is in the fortunate 
position of having powerful and 


firmly established publishing 
properties spread over widely 
diversified interests. Also its 


book publishing interests are 
substantial and progressive. With 
finances strong and development 
resources adequate, the Company 
is well equipped to pursue a pro- 
gressive policy as and when 
suitable opportunities occur. 

The report and accounts were 
adopted. 
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YOU’RE 
MISSING 
MUCH 


IF YOU MISS THE NORTHERN ECHO 


Coal-mining, steel works, shipyards, bridge building, 
agriculture, are all basic industries that operate 

in the North East of England and contribute to the 
remarkable prosperity of the peopfe living there 

High wages mean brisk business in luxury ana consumer 
goods, as well as the necessities of life. 


With a circulation area ranging from the Tyne to York, 
from the Pennines to the North Sea, The Northern Echo 
offers you the “open sesame”’ to this prosperous market. 
Established for over 80 years, 

The Northern Echo has long been the familiar 

family newspaper of the North East. 


Advertisers will find its pages a most 
rewarding medium for catching the eye of 
many shrewd but ready buyers. 


a 
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Colour spreads 


Both “Woman” and 
“Woman’s Own” are to 
make available to adver- 
tisers double-page spreads 
in full colour from the 
autumn. 

In a statement this week from 
Odhams Press Ltd. adver- 
tisement director Harris Kam- 
lish said that it would be the 
first time that such a space had 
been available in “Woman.” 

It had been made possible by 
“important technical develop- 
ments” at the Watford photo- 
gravure works, 

“We plan to make a start in 
October,” said Mr. Kamlish. 
“This is something that has 
been asked of us over a long 
period and I have had a stimu- 
lating response to the news 
from both advertisers and 
agencies. 

“This is a big space in every 
sense of the word. In my 


spreads in 
“Woman” will be limited 
because of the “still unsatisfied 
demands” for colour. They 
can be bought only by special 
arrangement. 

Rates will be £6950 a spread— 
the cost of two full colour 
pages at £3,475 each. 


* * * 


Also “by special arrangement 
only” will be the double-page 
spreads in “Woman's Own,” 
which will begin in the 
autumn, says advertisement 
director Stuart Mander. 

Rate will be £5,000—again twice 
the full page rate of £2,500. 
In the April 19 issue this year, 
Stork Margarine had a double- 
page spread in “Woman's 
Own,” of which one page was 

in full colour. 

Mr. Mander has already sent out 
to advertisers and agents 
throughout the country a 
folder announcing that the 
spreads in colour are available. 


A.P. SURPRISE — TWO 
JOURNALS TO FOLD 


EWS of the folding of two women’s monthly magazines 
has been released this week by Amalgamated Press Ltd. 
Both are to be incorporated with surviving journals. 
“In spite of generous support from advertisers,” increased produc- 
tion costs have made it impossible to continue Good Taste and Mother 


and Home, say AP. 


Last issue of Good Taste will be dated September, and the last issue 


of Mother and Home will be dated October. 


Good Taste will be 


merged into the greatly enlarged Woman and Beauty October: issue. 
Mother and Home will be merged into the “boom” issue of Wife and 


Home of November. 


Size change by 
‘Daily Sketch’ 


The Daily Sketch will reduce its 
page depth by 14 inches to 134 
inches when new high speed 
machines come into operation 
on August 27. Its format will 
then be the same as the Daily 
Mirror. 

For the centre spread, whole 
four-column ads will be t- 
duced from £531 to £486 and 
three-column from £398 to 
£364. For run-of-paper the 
new pro rata rates are four 
column £432 (old rate £472), 
three-column £324 (£354), two 
column £270 (£295), one- 
column £135 (£147 10s.). 


No union comment 


Union officials have refused to 
comment on the outcome of the 
preliminary talks held last week 
to discuss the amalgamation of 
the London Typographical 
Society and the Typographical 
Association. 


ABC figure for ADVER- 
TISER’S WEEKLY for 
January-June is 


10,421 


the largest sale of any 
journal devoted to advertis- 
ing and marketing. 


Royal assent for 


‘restrictions’ Act 


The Restrictive Trade Practices 
Act, 1956, received the Royal 
Assent yesterday (Thursday). It 
requires the registration and con- 
sideration by a Tribunal of a 
number of types of restrictive 
agreements in the production or 
wholesale or retail supply of 
goods or in the application to 
goods of manufacturing pro- 
cesses. 

The Act also forbids collective 
enforcement of resale price main- 
tenance, while making individual 
resale prices enforceable in the 
ordinary courts. 


A section of some of the posters 
which advertised productions in 
more than 40 countries of the play 


“The Teahouse of the August 
Moon.” Now MGM are organising 
an international poster contest for 


their forthcoming film. Closing 
date for the British section is 
Wednesday, August 15. Entries 


should be sent to the director of 

publicity and advertising, MGM 

Pictures Ltd., 58 St. James's Street, 
lon, 


| OTHER NEWS 

l HIGHLIGHTS 

1 @ £1-a-minute Radio 4 
| Luxembourg spots... P- 

1 @ Screen ad rates 5 
| going up... P- 

1 @ Latest ABC 

1 figures... P- 6 
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Mainly Personal—page 38 ; 
Current Advertising—page 40 


Advertisement Managers ‘. 


THE OFFICIAL JOURNAL OF 
LOCAL GOVERNMENT OFFICERS 


is 


PUBLIC SERVICE 


THE NALGO PAPER 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. Grosvenor 3877 
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Radio Luxembourg to broadcast 
{l-a-word ad spots 


This display of the best selling book, 


“A Night to Remember,” by Walter 

Lord, and published by Longmans 

Green & Co.,. Lid., is at the Army 
& Navy Stores, Victoria. 


NEW SYSTEM FOR 


‘JAMBOREE’ 


Radio Luxembourg are to introduce the spot airtime sales 
system for advertisers who wish to participate in the new radio 
programme technique, “Jamboree,” broadcast each Saturday 
from 8 p.m. to 10 p.m. Spots will be available in “Jamboree” 
to advertisers as from Saturday, September 1, and bookings 


can now be taken. 


Spots may be bought in any 
number and to any pattern. 
Advertisers who first make 
application will be able to choose 
the particular period of the pro- 


‘gramme into which their “ala 


‘TWO FREDS’— 


IT’S NEARLY 


£2,500 ALREADY 


Money is rolling in once more for the programme of the “Two 
Freds” match in aid of the National Advertising Benevolent Society. 
Nearly £2,500 had been received up to midday on Tuesday. 


Helpers are also again making 
it possible to produce the pro- 
gramme free of all expenses: 

For the third year running, 
C. & E. Layton Ltd. are making 
four-colour blocks free of 
charge. 

Albert E. Reed & Co., Ltd. 
are giving both the cover and 
text paper for the third time 
in five years. 

All editorial blocks are again 
being made free, as in past 
years, by Gee and Watson Ltd. 
Organised by the Fleet Street 

Column Club, the match is at 
Hurlingham on Wednesday, Sep- 
tember 5 

John Sime acknowledges, with 
many thanks, the support received 
up to midday on Tuesday from 
the following: 


ADVERTISER'S WEEKLY, “‘Aertex,”’ 
Allardyce Palmer Ltd., David Allen and 


Orgauteed by the Fleet Street Cotumn Club 


This year’s cover of the “Two 
Freds" Programme. Designed by 
James Holland, group art director, 


Erwin Wasey & Co., Ltd., it is 
brightly and cheerfully coloured. 
Mr. Holland has kindly presented 


the original to be auctioned after 
the match. 


Sons Ltd., R. Anderson (Advertising) 
Co. Ltd., Argus Press Ltd., Arks Pub- 
licity Ltd., Associated Newspapers Ltd., 
a and Turner Ltd., Austin Reed 
tc 


B 
E. W. Barney Ltd., Barrington Bree.. 
S. H. Benson Ltd., Clifford Bloxham 
& Partners Ltd., B.B.C., B.E.T. Federa- 
tion, B.O.A.C., British Rate and Data, 
The D. Brook-Hart Co., “‘Brylcreem,”’ 
Burlington mer Co. 


R. S. Caplin Ltd., T. F. Carrington 
Van-Posting Ltd., Caxton Publishing 
Co. Ltd., Chapmans Advertising Ltd., 


Circular Distributors Ltd., David L_ 
THE MISSING 4-PAGE 
—whodunit 


An unsigned order for a half-page 
in the “Two Freds” programme was 
received on Wednesday, July 25. It 
had been posted in the London 
W.C. district by the 12.30 p.m. post 
the previous day. 

If you booked space last week and 
your name is not in the list this 
week, or if, meanwhile, you have 
not had a personal letter of thanks, 
you must be the kind of person 
who was in such a hurry to support 
the “Two Freds” that you forgot to 
sign the form. If so, please ring 
John Sime (Waterloo 3388). 


Clackson, Colman, Prentis 

Ltd., Cope’s Pools Ltd., 

Crane, W. §. Crawford Ltd. 
D 


& Varley 
Frank IL 


Daily Telegraph, 
Display Craft Ltd., 
Men's Wear, 
Ltd 


Digby Wills Ltd., 
Drapers’ Record & 
Dudley Turner & Vincent 


E 
Erwin Wasey & Co. 
Advertising Ltd., 
Service Ltd. 


Ltd., 
Export 


Everetts 
Advertising 


F 
Mark Fawdry Ltd., Fishbury Printing 
Ink Co. Ltd., Fishing News, Fleet 
Street Column Club, Foote, Cone & 
Belding Ltd. 


Games 
Advertising 
Watson Ltd., 


and Toys, S. T. Garland 
Service Ltd., Gee and 
E. Walter George Ltd., 
Godbolds Ltd., Leon Goodman Dis- 
plays Ltd., Gorings Ltd., Griffiths & 
Millington Ltd. 


H 
John Haddon & Co. Ltd., R. Harris 


Publications, Charles F. Higham Ltd., 
@ Continued"on page 12 


will go, but preference will be 
given to long-term bookings. 
Two 100-word spots will be 
allocated per quarter-hour of 
“Jamboree.” They will occur, 
roughly, every seven minutes 
after the first spot in the pro- 
gramme, as programming permits. 
In addition to 100-word spots, 


representing approximately one 
minute, 20-word spots will be 
available and they will be 


“hitched” to the time check to be 
broadcast every 15 minutes. 

A 100-word spot will cost £100. 
Subject to a broad, overall plan 
to avoid similar products being 
sold in proximity, advertisers may 
choose the particular quarter- 
hour where they wish their spots 
to be broadcast. 

After the time announcement 
at each quarter-hour, a 20-word 
spot will be broadcast, at a cost 
of £25 per spot. This form of 
spot is introduced for sponsors 
who wish to use no more than a 
brief slogan or cumulative 
reminder-message. It is claimed 
that a “very large audience” over 
two hours can be reached on a 
cumulative basis. 


1956 
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On the back of this new carton for 
Macdonald's Penguins is a message 
for the retailer in rhyme asking him 


to display the carton prominently. 
The carton is coloured in yellow, red 
and black and was designed by 
Macdonald's advertising agents, 
Colman, Prentis and Varley. 


. . 

Live ‘trade’ spot 

Ferranti Ltd. were the adver- 
tisers when what is claimed to be 
the first “trade” live commercial 
was transmitted from ABC's 
Northern studios on the evening 
of July 21. 

Producer Ben Churchill co- 
operated with J. G. Tesseyman, 
radio and television publicity 
manager for Ferranti, in co- 
operation with C. J. Plouviez of 
Everetts Advertising Ltd. David 
Burry, Northern advertisement 
manager of ABC Television Ltd., 
was responsible for the local co- 
ordination. The 60-second com- 
mercial showed three Ferranti sets. 


Industrial aid for 


For the help which they gave 
in their advertising to the road 
safety campaign, industrial con- 
cerns were praised by Hugh 
Molson, Joint Parliamentary 
Secretary to the Ministry of 
Transport and Civil Aviation, in 
the House of Commons last week. 

Asked if he would appeal to 
industrial and commercial con- 
cerns to include in their adver- 
tising matter frequent references 
to road safety, Mr. Molson said 
that such firms already gave a 
measure of support, both nation- 
ally and also in co-operation with 
local road safety committees. 
Littlewoods were one of a num- 
ber of concerns that had taken 
part in these campaigns. 

“We are deeply appreciative 
of what has been done, and we 
should welcome a number of 
other concerns doing the same 
thing,” he said. 

Erwin Wasey & Co. Ltd., agents 
for Littlewoods, state that mil- 
lions of people throughout the 
country are now receiving a road 
safety reminder through the post, 
and for the next six months they 
will go on receiving them. These 
will be part of an attempt to 
harness business and industry to 
the road safety campaign, of 


safety campaign 


which Littlewoods are the “pion- 
eers and originators.” 

Millions of pools coupons have 
been overprinted with road safety 
slogans, and the millions of en- 
velopes carry the words “Be sure 
this reaches us safely, take care 
on the roads.” Thousands of 
sheets of stationery have road 
safety reminders upon them. In 
addition, space has been given 
throughout the organisation's 
press advertising campaign. 

Chain store customers will be 
getting reminders printed on mer- 
chandise bags. 

The campaign has been wel- 
comed by national organisations 
such as the AA, the RAC, 
RoSPA and the Roads Campaign 
Council. 


New trade journal 


John Yates Publications, of 
Manchester, who have opened a 
new London office at Sabian 
House, 26-27, Cowcross Street, 
E.C.1, are to publish a new trade 
journal this month called Cos- 
metics and Perfumery Retailer. 
The magazine will have an initial 
print order of 20,000 copies per 
month. Advertisement rates are: 
full page, single insertion, £30; 
half-page, £16 10s. 
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SCREEN AD RATES GOING UP 


‘Almost constant since 1939’ 


says Association 


“Greatly increased operating costs” have compelled the 
Screen Advertising Association to raise its advertising film 
rates, which have remained almost constant since 1939. 


DPSPA and union 
agree on adults’ 
training 


A new supplementary agree- 
ment between the Display Pro- 
ducers’ and Screen Printers’ Asso- 
ciation and the Sign and Display 
Trades Union came into force on 
Wednesday this week. It covers 
the training of adult screen prin- 
ters in the display and screen 
printing trade—printers over the 
age of 21, graded under one of 
the clauses of the principal agree- 


ment between the Association 
and the Union, of December, 
1955 


Terms of the agreement are: 

The arrangements shall apply 
equally to men and women. 

Adult trainees shall be em- 
ployed without restriction pro- 
vided they rank as juniors for the 
purposes of Clause II (iii) of the 
principal Agreement. 


Ratio clause 


Trainees in addition to those 
specified above may be employed 
provided: 

(a) that the Union is unable to 
supply within seven days any 
qualified screen printers, avail- 
able for employment in the dis- 
trict concerned, who are willing 
to accept the employment and 
who are acceptable to the em- 
ployer; 

(b) that, failing the availability 
of qualified screen printers, the 
employer shall give first con- 
sideration to any auxiliary 
workers in his employ whom he 
considers suitable for training as 
screen printers; and 

(c) that the ratio of adult 
trainees shall not exceed at any 
time one adult trainee to three 
screen printers. 

Adults being trained under the 
terms of this supplementary 
agreement shall be paid on the 
following scale per hour: first six 
months, 3s. 4d. (London), 3s. 24d. 
(provinces); second six months, 
3s. Sd. (London), 3s. 34d. (pro- 
vinces). 

Thereafter the full rate as 
specified in the principal agree- 
ment shall apply. The cost-of- 
living bonus, as defined in the 
principal agreement, shall apply 
in full from the commencement 
of training. 

Subject to the above terms the 
principal agreement shall apply 
completely to employees working 
under the provisions of this sup- 
plementary agreement. 


On and after January 1, 1957, 
the standard rate per 1,000 
viewers will be as _ follows: 
15-second colour filmlet, 5s. (at 
present 4s.); one-minute adver- 
tising films, 17s. 6d. (at present 
15s.); . two-minute advertising 
films 27s. 6d. (at present 25s.). 

The Association has issued the 
following figures : average 
weekly admissions in all cinemas: 
1939, 19,038,460; . 1956. 
21,807,692; average advertising 
costs per week per cinema in 
both of these years: glass slides. 
16s. per week; 15-second colour 
filmlets, 20s. per week; adver- 
tising films, £7 per week; one- 
minute advertising films, £4 10s 
per week; two-minute advertising 
films, £7 10s. per week. 

With the new rates, the average 
costs per week per cinema will 
work out at: colour filmlets, 
25s.; one-minute films, £5 5s.; 
two-minute films, £8 5s. 


TV spots for play 


_On Monday Sherwood Produc- 
tions Ltd. became the first 
theatre management to use com- 
mercial TV. A 30-second spot 
from London introduced the 
murder mystery play “Night of 
the Fourth” at the Westminster 
Theatre. 


National campaign 
for Premium Bonds 


The National Savings Move- 
ment will handle publicity for 
the Premium Savings Bonds, 
Dr. Charles Hill told a press 
conference last week. 

A “fairly substantial sum” 
is expected to be set aside to 
cover publicity for the bonds, 
which will be advertised in the 
national press, major pro- 
vincial weeklies and certain 
periodicals. 

Consideration is being given 
to the use of commercial TV. 
The National Savings Move- 
ment has asked for reports on 
the effectiveness of the 
medium, as only national 
coverage is required. 

The national poster adver- 
tising campaign for Premium 
Bonds will begin next January 
to follow editorial publicity. 
Bookings have already been 
made for a number of poster 
sites. 


Intermediate exams 


In addition to the successful 
candidates in the Joint Inter- 
mediate Examinations listed last 
week, the following have been 
credited with those subjects in the 
divisions of the Diploma of the 
Advertising Association which 
they had previously completed, 
and passed those subjects in the 
board’s examinations still remain- 
ing, thus qualifying for the 
board's certificates : 

London: P Lagden, C. 
Willcocks and J. Wilmot. 


Last week at Grosvenor House, the directors of Colman, Prentis and 
Varley Lid. gave a party for Edmond Bajart, general manager of CPV -Bart, 


the new CPV office in Belgium. 


Here, left to right, are L. B. Cort, 


director, international division, CPV; M. Bajart, and Harry Pack of the 
Vertol Corporation of America. 


Market survey of group’s area 


The North Wales and Border 
Counties Group have published a 
market survey of the area covered 
by the group’s eight newspapers. 
which includes the counties of 
Shropshire, North and Mid Wales 
and the Border Counties area. 

Some months ago the group 
issued a questionnaire to adver- 
ising agents and over 1,000 large 
advertisers to determine informa- 
tion on the type of data most 


valuable to them. The survey 
includes the facts and statistics 
that the majority of the firms 
circularised required, say the 
group. 

The 110,000 net 
group is broken 
county-by-county 
addition to media information 
the leaflet includes the county 
information on rateable value, 
vehicle, TV and radio licences. 


sale of the 
down to a 
basis, and in 
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Contractors’ 
‘friendly 
networking’ 


The “friendly relations” built 
up between ABC Television Ltd. 
and Associated TeleVision Ltd.. 
the two week-end commercial TV 
contractors, are referred to in the 
autumn programme _ schedule 
issued by Howard Thomas, 
managing director of ABC. 

He adds: “The two companies 
will share an increased number 
of live shows on a reciprocal net- 
work basis, using regional viewers 
in equal proportions wherever 
viewer participation is involved.” 

Mr. Thomas defines the object 
of ITV at present as offering a 
light alternative to BBC pro- 
grammes. “Later, when we have 
captured our audience,” he says, 
“we can afford to include more 
information and documentary 
material.” 

ABC’s advertisement controller, 
George Cooper, said this week 
that the two week-end contractors 
were “only too willing” to nego- 
tiate network spots for adver- 
tisers. This was being done by 
both ABC and ATV on a friendly 
basis to assist advertisers. 


Warning on ad 
code standards 


Press advertisements that do 
not contravene the Code of Stan- 
dards may nevertheless prove un- 
acceptable if claims or statements 
that do offend it are made on 
packs, labels or other ancillary 
material. 

The warning is issued to mem- 
bers of the Advertising Associa- 
tion by its AID committee. It 
also reminds them that the Code 
is an integral part of the 
principles of television advertis- 
ing accepted by the Independent 
Télevision Authority and adopted 
by a number of bodies, including 
the Screen Advertising Associa- 
tion, the British Direct Mail Ad- 
vertising Association, and by 
poster advertising organisations. 


Bus ads ‘unchanged’ 


“One feature of the London 
bus which has remained un- 
altered in principle for more than 
a century is its advertisements,” 
it is stated in London General, a 
booklet issued by London Trans- 
port, to tell “the story of the 
London Bus, 1856-1956.” 

“In the first year’s working, the 
company’s revenue from adver- 
tisements on its vehicles 
amounted to £1,223; it is perhaps 
worth recording that in the next 
year the revenue so obtained 
(£1,729 10s. 9d.) was exactly one 
shilling more than the company 
had to pay out in the same period 
in connection with what it 
termed the ‘impost known as 
income tax’—at that time 7d. in 
the pound!” says the booklet. 
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LATEST ABC FIGURES 
‘Radio Times’ rising : 
First Benn list 


*WOMAN’S SUNDAY MIRROR’ STARTS WELL 


The latest list of ABC figures includes those of Benn 
Brothers journals, the first big group of trade and technical 
publishers to join the ABC since the appeal made at the 
Advertising Association Conference. 

The figures for their Gay World do not include 1,325 extra copies 
of Industrial Gas Supplement distributed under a separate subscrip- 
tion agreement. 

The Radio Times is slightly up on its figure for the second half of 
last year. Among other advancing journals the /rish Farmer's Journal 
has increased its figure by over 4,000. 

On the other hand the decline of the Daily Worker continues; in 
the past 12 months it has dropped by almost 10,000. 

A newcomer to the ABC that starts off with a high figure is the 
Woman's Sunday Mirror at 1,149,593. 

The circulation of the Jewish Observer and Middle East Review 
has climbed over the past year from 15,547 to 15,697, to 15,877. 

A newcomer is the J/rish Press group, whose figures are: Jrish 
Press, 131,369; Sunday Press, 363,952; Evening Press, Dublin, 80,602. 

The ABC figure for Parents Family Holiday Guide (1956) to June 
30 is 24.263, as against 13,595 for its first year | public sale in 1955. 


| Jan.-June, | July Dec., ,aaceletian, 
1 | 955 1956 

Last Midland Allied Press group* 261,128 257,818 256,663 
Northampton Evening Telegraph . 50,979 49,668 
Eastbourne Herald Chronicle 17,216 17,308 | 16,359 
Irish Farmer's Journal 18,177 22,205 
Nursery World ... ‘ : 26,234 
British Trade Journal. . sl . 9,987 
Cabinet Maker ... “ : — 7,507 
Chemical Age . ~ 2.034 
Commercial Grower 10,378 
Financial Times ... 78,953 | 81,767 80,518 
Daily Worker 83,422 77,108 73,443 
Reynolds News .. 579,180 550,450 516,445 
Scotsman ... 56,091 54,461 54.269 
Countryman 81,174 81,449 80,513 
Economist.. 54,162 53,192 55,618 
Everybody's "Weekly 768,919 703,227 702,613 
Field.. 35,687 35,522 35,529 
Ici Londres ; 8,510 7,528 8,439 
Investors” Chronic le 27,359 27, Oil 26,779 
Electrical Journal , < 7,684 
Fire Protection Review 3,483 
Gas World 3,390 
Hardware Trade “Journal 8,980 
Ice Cream Industry 1,762 
Indent Gazette 2,002 
Industria Britanica ; 6,216 
Leather Trades’ Review ‘ , _ 2,716 
Timber Trades Journal - 9,099 
Listener ‘ ‘ 139,752 127,450 125,361 
Motor Sport 79,892 84,046 88,006 
Parents. 21,823 21,292 21,654 
Radio Times 8.832.579 | 8,771,212 | 8,795,269 
Spectator ... 40,497 37,906 | 40,334 


Midland Allied Press 

10; Lynn News & 

Suffolk Free Press, 7,897; 

Free Press, 20,068; Isle of Ely 
Kettering Leader & Northamptonshire 

15,255: Market Harborough Advertiser & 

and Lincoln Rutland & Stamford Mercury serics, 
Trout & Salmon, 11,205 (first certificate). 


* Figures for the individual papers in the East 
Group are: Peterborough Citizen & Advertiser, 40,5 
Advertiser, 42.123: Bury Free Press, 21,271: 
Newmarket Journal, 6,545; Lincolnshire 
& Wisbech Advertiser, 18,355 
Advertiser series (four papers), 
Midland Mail, 6,769; 
28,202. Other journal: 


Staff recruitment 


A week-end study course on 
“How to Select and Train a Suc- 
cessful Sales Force” will be held 
at the Grand Hotel, Leicester, on 
Friday and Saturday, September 
21 and 22. It wiil be designed for 


A new monthly magazine for 
boys in the eleven-plus age group 
will be published late in Septem- 
ber by N. W. Hardy. Called 
New Venture, it will be edited by 
James Cauldwell. 


directors, sales and advertising The magazine will contain 
executives with a _ responsibility articles on travel, careers, ex- 
, ploration, history, religion, etc., 


for staff recruitment. It is being 


and will be sold through prepara- 
tory and public schools as well 
as the normal retail channels. An 


organised by the directors and 
staff of Sales Consultants Ltd. 
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J. H. Brebner (right), 
Committee, and Frank Low, 


president of the Public 


chairman, 
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Service Vehicle Advertising 


greet A. W. Newton at the RAC 


Club reception. 


‘LONG-TERM POLICY’ OF BUS 
POSTER STANDARDISATION 


How the Public Service Vehicle Advertising Committee is working 
to simplify the use of transportation advertising was outlined by its 
president, J. H. Brebner, public relations adviser to the British Trans- 
port Commission at a reception at the RAC Club last week to launch 


the Committee’s new directory. 
The first step taken by the 
Committee during its first year of 


operation, he said, had been to 
standardise space names and 
sizes. 


Owing to the continued exist- 
ence of so much variation in the 
construction of vehicles, the 
standardisation of space sizes was 
a long-term policy, which de- 
pended for its success upon the 
co-operation of various bus 
undertakings when submitting 
future designs for buses. 

But it was now realised how 
important it was, from the point 
of view of both cost and conti- 
nuity of design, for the advertiser 
to be able to print a poster in one 
size that could be exhibited on 
undertakings all over the country. 


Mr. Brebner went on to claim 
that bus advertising provided 
continuity of appeal right from 
the home to the point of sale and 


was able to deliver the “decisive 
blow.” 

Bus advertising “met” the 
people—the people “met” the 
buses. Bus advertising had the 


unique appeal of mobility to add 
to the many advantages which 
transportation advertising, both 
road and rail, had to offer the 
advertiser. The directory, he 
said, would enable an advertiser 
or agent to visualise the extent 
to which he could obtain cover- 
age over the whole or over any 
part of the United Kingdom. 


New journal to be sold in schools 


editorial board is now being 
formed under the chairmanship 
of H. J. G. Collis, Eastbourne 
College Preparatory School. 

The advertisement manager is 
E. N. Marten-Hale and the rates 


are: Full page, black and white. 
£65, half-page, £34 10s. The 
type area is 6 in. by 3} in. Estt- 


mated readership will be 60,000. 
The printers are Stuart Hardy, 
Ltd. 


‘Practical’ journals 


show results 


George Newnes Ltd. have 
described their two magazines in 
the “Practical” group, Practical 
Motorist & Motor Cyclist and 
Practical Householder as “two of 
the most successful monthly 
magazines published since the 
war.” 

First print order of Practical 
Motorist two years ago was 
100,000 copies ; audited net sale 
for July to December, 1955, was 
320,969—with an “even larger 
figure” yet to come for the latest 
six months. 

Practical Householder was 
launched last September with 
an initial print order of 150,000. 
First audited figure—for the first 
four issues—-was_ issued last 
December when the sales stood 
at 646,824. 

Latest sales 
Newnes for Practical House- 
holder—“which assumed com- 
mand of the ‘do-it-yourself’ move- 
ment almost from the first issue” 

is over 700,000, within a year 
of the first issue. 


figure issued by 


Benn dividends 


The directors of Benn Brothers 
Ltd. have recommended the pay 
ment of the following final divi- 
dends, less tax, for the year ended 
June 30: three per cent on Prefer: 
ence shares, which with the in 
terim dividend of three per cent 
paid in February makes six per 
cent for the year, and ten per 
cent on Ordinary shares, which 
with the interim dividend of five 
per cent paid in February makes 
15 per cent for the year. 


‘Ad Annual’ 


The August list of corrections 
and amendments to “Advertiser's 
Annual” will be published next 
week. 
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Copyright tangle over relaying 


of Continental ad programmes 


GOVERNMENT PROPOSALS: ACCEPTED 
The House of Commons Committee on the Copyright Bill 
last week accepted the Government plan whereby relay diffus- 
ing companies in this country can, in effect, escape liability 
for the payment of double fees when they pick up, and re- 
diffuse to their subscribers, programmes broadcast by Con- 


irish papers to 
cut newsprint 


Irish newspapers are to cut 
their consumption of news- 
pr.nt back to the 1953 level as 
part of the Irish government's 
campaign to cut expenditure 
on imporis. 

Farlier this year, in common 
with many other imports, a 
levy was imposed on news- 
print imports; this was raised 
sharply on virtually all other 
goods again last week, but 
newsprint was exempted—the 
Minister for Finance (Mr. 
Gerald Sweetman) comment- 
ing that conferences would be 
held with the newspapers to 
determine how the consump- 
tion cut could be made effec- 
tive. 

Newspapers must also face 
the fact that advertising 
revenue may show a decline 
during coming months, due to 
the new import levies—which 
will be as high as 60 per cent 
in some cases. 


tinental stations which function primarily to 


broadcast 


advertising programmes to audiences in this country. 


In doing so, however, the Com- 
mittee had got itself into a 
“muddle,” to quote F. P. Bishop, 
because at an earlier stage in fs 
deliberations, it had applied a 
wrong principle and now found 
itself in the position of having to 
try to reverse, or at any rate to 
minimise as far as possible, the 
ill-effects of that mistake. 

The trouble arose when in 
the earlier Committee stage the 
Government altered one of the 
previous clauses so as to conform 
to the terms of the 1948 Brussels 
Convention which states, among 
other things, that authors shall 
have the exclusive right of 
authorising the “radio-diffusion” 
of their works. 

This principle, having been 
introduced into the Bill by the 


The Osborne-Peacock Co., Ltd. annual golf meeting was held at St. George's 
Hill on Wednesday of last week. The O-P Cup was won by Ronald Perks 


and the Harrop Rose Bowl by 
winners were P. E. Deverall, 
J. W. E. Blanch, 
Smith. 


Osborne with the prize-winners, 


foi. 
N. Holiand, L. W. Needham, 
R. B. Burgess-May, 
The prizes were presented by Mrs. 
with-the exception of Mr. 


Verrinder and E. L. Yule. 
E. W. 
H. 1. Holker and R. C. 
W. E; Osborne. 


Other 
Oakley, 
Maynard- 
Here is Mrs. 

Blanoh and 


Mr. Burgess-May. 


Back from Design 


Conference 


_F. H. K. Henrion, director of 
visual planning at Erwin Wasey 


and Co., Ltd., has returned from 
the International Design Confer- 
ence in Aspen, Colorado, to 
which he was invited as one of 
the two British delegates. The 
other was Misha Black. 

He gave a talk on basic trends 
in European and American adver- 
tising, their present difference and 
likely development in the future. 


3 out of 5 
prefer ITV 


Three out of five viewers with 
a choice of BBC or ITA pro- 
grammes in March this year pre- 
ferred to watch the commercial 
TV programmes, says the BBC 
in its annual report for 1955-56. 


The report says that during the 
year the Radio Times set up 
a new world record for a weekly 
publication with an average 
weekly net sale of 8,800,715. 


Government, would create a 
situation in which relay com- 
panies in this country, already 
under an obligation to pay fees 
to Continental  stations—-which 
in turn have to pay performing 
right fees—would also have to 
pay performing right fees in this 
country. 

Proposing the _ alterations. 
C. J. M. Alport, the Assistant 
Postmaster-General. said that 
these were intended to relieve the 
relay companies of any liability 
to pay a second fee in respect of 
any programme rediffused in this 
country from Radivw Luxem- 
bourg, or any similar station, the 
main object of which is to appeal 
to an audience in this country for 
advertising purposes. 

The jurisdiction of the Per- 
forming Right Tribuna! would be 
extended so that the relay com- 
panies could refer to the Tribune 
claims for fees. 

Where a company could show 
that a fee had already been paid 
by the broadcasting authority in 
respect of a diffusion audience in 
this country, the Tribunal would 
relieve the relay company from 
paying all, or an appropriate pro- 
portion, of the further fee claimed 
in respect of the copyright in 
the original works. 

In the case of other foreign 
stations, where the local perform- 
ing right obtains a fee from the 
foreign stations in respect not 
only of audiences in its own 
country, but also of audiences in 
this country, the diffusion com- 
panies would again be relieved 
of responsibility for paying 1 
second fee in respect of their 
share of that audience. 

After considerable discussion, 
the Government proposals were 
accepted. 


Appeals succeed 


Lidstone Advertising Service 
Ltd. have been successful in two 
appeals to the Ministry of Hous- 
ing and Local Government 
against the Plymouth Corpora- 
tion’s refusal of consent to fix 
advertisement boards. The sites 
are in Garden Crescent, West 
Hoe, Plymouth and Laira Bridge 
Road, Prince Rock, Plymouth. 


Government at fair 


Auger and Turner Group State 
that the British Government will 
be officially represented at the 
Zagreb Fair from September 7 
to 20. A stand is being designed 
on behalf of the Board of Trade. 


Textiles for 1957 are featured in the 

current issue of “Vogue Export,” 

the trade magazine published b) 

Condé Nast Publications Lid. and 

circulated overseas to manufacturers 
and store buyers. 


£300,000 spent 
on Babycham 
ads, court told 


An advertising campaign for 
the champagne perry, Baby- 
cham, on which nearly £300,000 
was spent in under three years, 
was mentioned by Mr. Justice 
Lloyd-Jacob in the Chancery 
Division on Tuesday. 

He gave judgment in favour of 
Showerings Lid... of Shepton 
Mallet, in an action they brought 
against H. P. Bulmer & Co., Ltd., 
of Hereford, over the latter's 
trade mark, Chamlet. 

Showerings alleged that Cham- 
let. if placed on the market, 

would lead to confusion among 
customers wanting their own pro- 
duct, Babycham. This was 
denied. 

Mr. Justice Lloyd-Jacob made 
an order granting injunctions to 
Showerings restraining Bulmers 
from selling perry under the name 
Chamlet and from _ infringing 
Showerings’ trade marks. He 
also directed the removal from 
the register of Bulmer’s trade 
mark Chamlet, and awarded the 
Somerset firm their costs. 

H. M. V. Showering, chairman 
and joint managing director of 
the plaintiff company. said that 
his firm had spent £295,000 in 
advertising Babycham. 

Giving judgment, his lordship 
said that in 1950 Showerings 
succeeded in producing cham- 
pagne perry as a result of some 
original work by a member of the 
firm. 

Advertising had been on so 
large a scale that the manufactur- 
ing reserves of Showerings had 
been insufficient to meet it. 

He was satisfied that there was 
so strong a possibility of con- 
fusion should the two trade 
marks be used side by side in 
relation to precisely the same 
beverage marketed in precisely 
the same quantity that the court 
should intervene. He stayed his 
order in the case pending a pos- 
sible appeal. 
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: News About a 


New directors 


at Pearl & Dean 


Ernest Pearl, chairman of the 
PearL& Dean Group of Companies. 
has announced the appointment of 
new directors to two of his com- 
panies. They are A. C, (Tony) 
Solomon, who is appointed a direc- 
tor of Pearl & Dean Productions 
Ltd., and John F. Osborne, to be a 
director of Filmlet Productions Ltd. 
Mr. Solomon has been sales man- 
ager to the production company 
until recently, and in his new 
appointment will be director of sales 
for that company. Mr. Osborne was 
studio manager of the Great Wind- 
mill Street Studio until his new 
appointment and has been asso- 
ciated with Mr. Pearl since 1938. 

* * 7 


Scottish PRO for the British 
Transport Commission since 1952. 
John Richardson has resigned. His 
successor is to be named shortly. 
Mr. Richardson, who is 42, has been 
active in public relations for 25 
years. He was appointed as War 
Office PRO at Glasgow in 1939. He 
stood unsuccessfully for Parliament 
in 1945 for Dumbarton Burghs. 


Ferranti publicity 


J. M. Halle‘t has been appointed 
publicity manager of Ferranti Ltd. 
He joined Ferranti Ltd. in 1935 on 
the sales staff of the domestic appli- 
ance department. From 1945 to 
1950 he was the firm’s outside repre- 
sentative for the domestic appliance 
department covering London and 
Southern England. In 1950 he was 
appointed sales manager of the 
domestic appliance department, a 
post he held until his new appoint- 
ment. 

* * 


L. M. Nation-Tellery, who has 
been associated with Sumlock Ltd. 
from its inception 16 years ago, has 
retired from the board and the 
general managership. One of the 
best-known men in the office equip- 
ment industry, and also known in 
specialist advertising circles, Mr. 
Nation-Tellery has gone into prac- 
tice as a consultant “‘on the applica- 
tion of machines to _ business 
arithmetic.” 

* * * 


G. Morley Davies, publicity 
officer, Port of Bristol Authority, 
has been appointed PRO for the 
Merseyside and North Wales Elec- 
tricity Board. He was last year’s 
chairman of the Bristol and West 
Publicity Club and is this year’s 
president 

* a 

A re-grouping of sales personnel 
of EMI Sales & Service Lid., to 
cover the distribution of all EMI 
products at present handled through 
wholesale distributors, has been 
carried out. A wholesaler distribu 
tion division has been formed, and 
in charge will be H. C. Goodman 
as sales manager, with G. S. Heymer 
as deputy. A. J. Morley has been 
appointed assistant sales manager of 
the Marconiphone radio and tele- 
vision division. 


Jack Balmer, PRO for British 
Railways in Dublin, is back in his 
office again after undergoing an 
operation and subsequently con- 
valescing in Northern Ireland. 

+ * * 


Niall Sheridan, publicity manager. 
and Aidan O’Hanlon, PRO for 
Bord Failte Eireann (Irish Tourist 
Board) have transferred their offices 
to 7/8 Pembroke Street, Dublin. 

* *x * 

Charles E. O'Neill, Irish and 
Overseas Publishing Co., Dublin, is 
in England on a publicity tour for 
the World Ploughing Contest Guide 
Book which his company has been 
commissioned to produce for the 
coming World Ploughing Champion- 
ships at Shillingford, Oxford. Niall 
Quinlan, formerly of the _ Irish 
Tourist Board, recently joined the 
Irish and Overseas organisation. 


Trish celebration 


Arthur Morris, managing director 
of the Munster Tribune, Clonmel, 
with other directors and advertise- 
ment manager William Kindersley, 
entertained a number of person- 
alities from Irish advertising agen- 
cies and newspapers in the Red 
Bank Restaurant, Dublin, last week 
to celebrate the first birthday of the 
Tribune. Among those present were 
Frank W. Padbury (Padbury Adver 
lising), Desmond O’ Kennedy 
(O’Kennedy-Brindley), R. Wilson 
Young (R. Wilson Young Adver- 
tising), D. J. Garvey (Domas Litd.). 
Melville Miller (/rish Times.) 

* * * 


R. Mathews has joined the tele- 
vision department of Erwin Wasey 
& Co., Ltd., from Canada. He will 
be responsible for the television pro- 
ductions of all Hedley brands 
handled by the agency. 

* * - 

Victor Lewis, manager and editor- 
in-chief of Holden's Press Bureau, 
has been elected a member of the 
British Association of Industrial 
Editors. 


W. S. ¢*Bill’”) Lewsey, head of the 
checking department of Mather & 
Crowther Ltd., is retiring. Both in 
years and length of service, Mr 
Lewsey -is the company’s oldest 
employee. He has been with them 
for 53 years—half the age of the 
agency itself. As a retiring present 
the company has given Mr. Lewsey 
a gold watch and an easy chair. He 
was given a TV set three years ago 
to mark his 50th anniversary. Here 
Mr. Lewsey (left) receives his gifts 
from chairman FE, L. Mather. 


Tony Solomon 


Joining the board 

Colin Bryan and Donald Wisdom 
have been appointed to the board 
of Artist Partners Ltd. Mr. Bryan 
joined the company as photographic 
representative in January 1953 and 
is now director in charge of photo- 
graphic sales. Mr. Wisdom joined 
in July 1953 in charge of accounts, 
and was appointed company secre- 
tary in 1954. He will continue in 
this position, and is already on the 
board of a sister company, Print 
Partners Lid. 

(See Mainly Personal page 38.) 

* * * 

E. A. Running, who recently left 
Benn_Brothers Ltd., where he edited 
The Chemical Age, to return to his 
home in Canada, has been appointed 
editor of The General Merchant, 
one of the Maclean-Hunter Pub!ish- 
ing Co., Ltd., group of journals in 
Toronto. 

* * * 


The President of the Board of 
Trade has appointed Bernard A. 
Hopewell and Walter T. Wren mem- 
bers of the Council of Industrial 
Design. He has re-appointed W. J. 
Worboys chairman, and Lady 
Sempill, Mrs. Alison Settle, Sir 
Colin Anderson and J. Cleveland 
Belle to be members at the end of 
their existing appointments 


‘Mirror’ post 


David E. Cole, art director of the 
publicity department of the Daily 
Mirror Group, has been appointed 
publicity manager. He joined the 
group six years ago. and was pre- 
viously a freelance designer. 

* * * 

Ron Brook has been elected to 
the board of A. C. Nielsen Co., Ltd.. 
with responsibility for technical ser- 
vices. He joined Nielsen in 1950. 

* * * 

Stanley Hartley is joining 
Reginald Harris Publications Ltd. 
For the last two years he has been 
the advertisement manager of Works 
Management. 

* * * 

Changes have been made at 
Kemsley Newspapers Ltd. in the 
advertisement department of their 
Cardiff office. W. Edmondson is to 
be chief advertisement manager of 
the Western Mail and Echo Ltd.. 
and S. P. Davies becomes advertise- 
ment manager of the South Wales 
“cho. 

ee i 
Walmsley has been 
director and general 

R. Squibb & Sons 


John 5S. 
appointed a 
manager of Ff 
Ltd 

* * a 


L. D. Martin Brown, director of 
Willsmore & Tibbenham (Norwich) 
Lid., spoke to some 70 members of 
the Rotary Club of Lincoln on 
“Modern Advertising.” 


J. M. Hallett 


Aucust 3, 1956 


David Cole 


H. N. Priaulx, a director of Iliffe 
& Sons Ltd., has been appointed to 
the board of Nursing Mirror Ltd., 
both Associated Lliffe Press Ltd sub- 
sidiaries. 

* * * 

E. N. Burleton, a director of 
Armstrong-Warden Ltd.. and E. R. 
Pochin and W. P. Howard, respec- 
tively sales director and publicity 
manager of Ferodo Ltd., visited the 
Le Mans 24Hour Car Race last 
week. 

oo * * 

Brown & Forth Ltd., distributors 
in the United Kingdom of E. I 
Du Pont de Nemours & ¥ 
Inc.’s acrylic fibre “Orlon,” have 
appointed Miss Ann Mannooch, 
formerly fashion editor of The 
Ambassador, to the advertising and 
publicity section of their textile 
fibres department. Miss Mannooch 
will be handling photography, press 
and public relations. 


Obituary 
H. L. T. Buckle 


Horace L. T. Buckle, general 
manager of the Monotype Corpora- 
tion from 1942 to 1947, has died. 
He was 79. His connection with 
the Corporation started in 1903 
when he joined the firm as a tool- 
maker. He left in 1912 to take 
up an appointment with the HMV 

ramophone Co., where he later 
became works manager of all the 
company’s factories. 

He returned to the Corporation 
as works manager in July, 1936, in 
succession to F. H. Pierpont, and 
in 1942 he was appointed general 
manager and director on the death 
of W. I. Burch. He was succeeded 
by E. Silcock in 1947 but remained 
on the board until failing health 
forced him to retire in 1953. 

He was awarded the OBE in 
recognition of his services in the 
wartime work of the Corporation 


Sir Robert Ellis 

Sir Robert Geoffrey Ellis, presi- 
dent of the Monotype Corporation 
Ltd., died last week. He was 81. 
He joined the board of the Corpora- 
tion in 1922, and became chairman 
in September 1935. He resigned as 
chairman and director to become 
president in March 1951. 


A, Steven 


Alexander Steven, managing direc- 
tor of Northumberland & Berwick- 
shire Newspapers Ltd. and, since 
1926, editor of Berwick Journal and 
the Berwickshire News, died last 


week. 
V. G. Read 


Victor George Read, chairman of 
Charles & Read Ltd., carton manu- 
facturers and offset and photo 
lithography printers, died last week. 
He was 69. A memorial service will 
be held later this month at St. 
Dunstan's, Fleet Street, 
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as advertised to 


13 million readers—including you ! 


Which indicates surely—don’t you agree ?— 


Ads for the PIC are PRIORITY ! 


SUNDAY PICTORIAL 


~ i 


READERSHIP: 15,655,000 (1.1.P.A. Survey.) NET SALE: 5,600,642 (ABC JULY TO DECEMBER 1955) 
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‘A NEW AD 
SERVICE’ IN 
GUILDFORD 


The first branch of a new firm 
trading under the name of By-Ce! 
(Ads) Ltd., was opened recently 
in Guildford, Surrey, 

The firm, whose _ registered 
office is at Sergeant's Inn, Fleet 
Street, London, offers “an entirely 
new advertising service in this 
country” and further branches 
are contemplated at Chichester 
and Reading—until eventually 
there is a chain of them through- 
out the country. 

The service is a modification 
of window postcard advertising 
with the emphasis on classifica- 
tion. Inside the shop, pinned to 
walls and counters, is an exten- 
sive range of customers’ cards 
advertising articles to sell and 
buy, traders’ advertisements, 
things lost and found and par- 
ticulars of local entertainment. 


Advance boost 


Each group is headed by a 
large card printed in heavy type 
for the customers’ guidance. The 
classification is an extensive one 
taking in everything from cloth- 
ing to gardening and from toys 
and pets to records and musical 
instruments. 

Circular publicity on a large 
scale was used initially in Guild- 
ford and sandwichmen patrolled 
the town during the opening 
week, 

Lewis Maclver and his part- 
ners, Donald Furniss and George 
Kammer, who form By-Cel (Ads) 
Ltd., envisage a country-wide 
chain of such shops so -that cus- 
tomers’ advertising cards could 
appear over a wide area. The 
present charges are Is. 6d. per 
week for goods up to the Xi 
of £2 and 2s. 6d. for goods over 
that amount. 


This Wondersign stand was erected in one hour using the prefabricated 
panels devised by Acme Showcard & Sign Co. Lid 


New section in 
press guide 


A section dealing with press 
cutting agencies is a new feature 
in the 82nd (1956) edition of 
Willing’s Press Guide published 
by Willing’s Press Service (21s.). 

In the section devoted to Great 
Britain, Channel Islands. 
Northern Ireland and Eire, par- 
ticulars are given of 162 daily 
newspapers; 17 Sunday papers; 
1,296 London, suburban, county 
and local papers; 4,280 periodi- 
cals, magazines, reviews, trade. 
technical, religious and specialised 
journals; and 1,477 annuals, 
etc 

It is announced that the price 
of the 1957 edition (published 
next May) will be increased to 
30s. 


£6,000 from bus ads 


Wolverhampton Corporation 
have been told that advertise- 
ment revenue from the Corpora- 
tion’s buses reached a total of 
£6,743 in the 1955-56 financial 


Jacqueline Ryan, child star of the film “Jacqueline,” 
With her are D. D. 
Beattie’s Biscuits, A. E. Bishop, works director, and J. G. Angus, regional ° 


in biscuit manufacture. 


SE 


takes a keen interest 
Govan, sales director, of 


_ manager of Rank Screen Services. 
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Vickers rush ad 


A half-page advertisement for 
Vickers - Armstrongs (Aircraft) 
Ltd., in The Times on July 21, 
featured a photograph taken less 
than 12 hours before the first 
edition was printed, showing the 
formal signing of a _ contract 
between British European Air- 
ways and Vickers for the supply 
of the first 20 of the new 96- 
seater Vickers Vanguard turbo- 
prop aircraft. 

E. G. Fielding, publicity man- 
ager of Vickers, congratulated 
The Times, the BEA publicity 
department, and their own agents, 
Technical and General Adver- 
tising Agency Ltd., on the speed 
with which the advertisement was 
produced. 
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Cutting show 


stand costs 
and time 


~To cut the costs of construct- 
img exhibition stands, what is de- 
scribed-as a new method employ- 
ing pre-fabricated units has been 
devised by Acme Showcard and 
Sign Co., Ltd. 

The new technique was suc- 
cessfully used at two recent exhi 
bitions when the stands of Won- 
dersigns —- an associate Acme 
company — were erected in one 
hour. Each stand was of a differ 
ent size, one being 26 ft. by 18 ft. 
and the other 18 ft. by 10 ft. 

The basis of the method is the 
use of screen units which have a 
framework of 4 in. metal tubing 
on to which panels of Sundeala 
board may be clipped either to 
one or both sides. 

These screens are joined to- 
gether by dropping a two-holed 
cleat over the metal tubing at the 
top, while at the bottom the cleat 
is held in position by rubber 
“shoes.” 

The measurements of the stan- 
dard screens are 8 ft. high by 
3 ft. or 3 ft. 6 in. wide, but other 
sizes may also be supplied. The 
screens are available in any 
colour required. 

We have saved over £1,000 
in costs already,” says Miss 
Valerie Wisbey, sales manager of 
Wondersigns, “simply on two ex- 
hibitions. Of course, we preplan 
our stands with magnetised re- 
plicas in scale which we make 
ourselves.” 


‘Old Ben’ committee changes 


At a recent meeting of the 
management committee of “Old 
Ben,” when 24 members were 
present, 58 aid cases were con- 
sidered. The list included 12 
new cases, the others referring to 
existing beneficiaries. The deaths 
of two recipients of aid were 
reported. 

The committee received 
with regret the resignation 
from the finance committee of 
Bernard L. Pewtress (E. Marl- 
borough & Co., Ltd.) He will 
remain the “Father” of the 
management committee. A. Car- 
ter (Iliffe & Sons Ltd.) was 
appointed a member of the 
finance committee; D. Robinson 
(Sunday Times) became a 
member of the management 
committee. 

Stanley C. Boyle, chairman of 
the “Old Ben” Homes Associa- 
tion Ltd., reported that excellent 
progress was being made with the 
building of the first 12 bungalows 
at Seaford, Sussex. 


Several contributions from 
events organised by area commit- 
tees were reported including 
Aberdeen’s £51, Gloucester’s 
£100, Leeds’ £130 and a special 
one from Birmingham of £100 in 
response to the appeal made by 
A. Whinfrey, chairman of the 
management committee. 

The Good Friday football 
match organised by the FOC’s 
fellowship between Samuel Jones 
& Co., Ltd., and Toler Bros. Ltd. 
for the “Old Ben” Football Cup, 
resulted in a donation of over 
£31. 


The committee received reports 
of the Sunday concert organised 
by the Southend area committee 
during the conference of the 
National Federation of Retail 
Newsagents held there and 
of the cricket match played on 
the Sun Printer’s ground at Wat- 
ford on Sunday, June 17, be- 
tween Edward Hulton’s XI and 
an XI of England and county 
players | led by Freddie Brown. 


PERSPEX 
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GRANADA CASE HISTORY Bry 


On Wednesday llth July 1956, Melias Limited (Chain 
Store Grocers) had a large consignmemt of butter for 
disposal at an extremely good price (2/11 per pound). 
Immediate advertising was essential, and their 


advertising Agents, S. C. Peacock, Ltd., Liverpool, 
recommended Television. 


Granada were asked to help. It was decided to run three 
15-second spots as soon as possible. Caption cards 
were completed the same afternoon and slides produced 
overnight. The first two spots were transmitted on 
Thursday evening and the third spot on Friday. 


GRANADA NORTHERN INDEX 
reports: 


QUEUES 


Remarkable sales 
within 48 hours! 


"We have made an analysis of the branch turnovers for 
week ending 14th July and find a marked increase 

in those branches covered by Granada TV as compared 
with other branches throughout the country and we 
attribute this to the excellent showing on Thursday and 
Friday...We had some remarkable sales of butter. At 
Some branches there were queues..." 


Signed: William Judge 
Managing Director, Melias Ltd. 


The following week, Melias Ltd., asked Granada for 
a solid series, right up to Christmas. 


Further examples of the effectiveness of Granada TV 
advertising will be published regularly. 


GRANADA TV NETWORK 


Sales and Advertising Department, 149 Regent aaenet, 
London, W.1. Regent 8521/8080 

Granada House, Water Street, Manchester 3, 

Deansgate 7211 
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Ragget 
Success of the 
personality 
night 


The Regent Advertising Club was 
crowded out last Friday evening for 
its second Personality Night. About 
150 members and friends turned up 
wm force to meet the many per- 
sonalities—showpeople and = sports 
stars—who were present. Especially 
popular were the Middlesex 
cricketers Jack Young and Alan 
Moss, whose views on the fourth 
Test Match were sought many times. 

One of the earliest arrivals was 
Jack Crump, who was closely fol- 
lowed by TV and film star Avis 
Scott. Miss Scott was very forth- 


Club News 


right on the question of which 
medium she liked working in most 
of all—theatre, films or television. 
She said nearly all actors and 
actresses preferred the theatre. 

Miss Scott added that she did not 
do many TV commercials because 
“one tends to become associated 
with the product.” 

Also present were Freddie Mills 
and Ronald Shiner. 

Milk girl Zoe Newton did a first- 
class public relations job for the 
National Milk Publicity Council, for 
not only was she drinking milk, but 
soon so was R. Trevor Harris, chair- 
man of the Publicity Club of 
London, Ken Norris, Eddie Ellis, 
Jack Crump, Carole Carr, Avis 
Scott and the Middlesex cricketers. 

* * . 


Summer meeting at 


Effingham 
The Regent Advertising Club's 
Golf Circle held their summer meet- 
ing at Effingham Golf Course last 
Saturday. The Dudley Turner Golf 
Trophy was won by Nicholas Royds 
with a net score of 71. 

“La Coupe des Lapins,” a new 
trophy presented by A. W. Newton, 
was won by Bob Fenton with a net 
81. Hidden nine-holes winner was 
Ian Richardson. 

The afternoon stableford four- 
somes for the president's prizes 
were won by Nicholas Royds and 
Jimmy Reid. Other prizes were 
awarded for good and bad efforts. 

The autumn meeting will be held 
at Mill Hill in late September for 
the Dennis Mayes Trophy. 


In this picture, taken at the Regent 

Advertising Club’s Personality Night 

are, left to right: Ronald Shiner. 

Carole Carr, Trevor Harris and 

guest, Maisie Marks, Avis Scott, 

Freddie Mills, Bill Brum and 
“Robbie.” 


Cricket 
A win for the 
space sellers 


A team of space sellers beat the 
space buyers by six wickets in their 
cricket match at Old Finchleian’s 
ground at Woodside Park on Wed- 
nesday of last week. 

In glorious sunshine Len Nash 
won the toss and elected to bat for 
the space buyers. Unfortunately. 
they seemed to find some hidden 
terrors in the wicket and after 
reaching some 40 runs for one 
wicket, they succumbed to _ the 
steady bowling of the space sellers 
and —- all out for 79. 

In reply, the sellers knocked the 
runs off in just about an hour for 
the loss of only four wickets, with 
Ben Brocklehurst securing a very 
aggressive 33 runs. Scores: 


Space Sellers 
Ben Brocklehurst (Country Life) 
Peter Auster (Reader's 
Mervyn Banks (Building Plant & 

Materials) 

Peter Nicholas (Daily Express) 
Gavin Doyle (House & Garden) 
Jim Clayton (Daily Record) 


Total (4 wkts) 


Did not bat: Bert Hardy (Reveille), Brian Downing 


Digest) run 


r.sc.C. 
Dick Simmons wins 
£25 for tie design 


H. Richard (‘Dick’) Simmons 
has won a £25 prize offered by the 
Fleet Street Column Club for a 
design for the first tie to be adopted 
by the Fleet Street Column Club. 
He immediately split his prize 
money into two, giving half to the 
“Two Freds" Programme for 
NABS and half to the Press Club 
Fund. 

The tie, with a blue motif on a 
silver background, is now on sale 
to members. Price 17s. 6d. each. 


NAGS for Gleneagles 


A long week-end at Gleneagles is 
a new event on next year’s fixture 
list of the Newspaper and Adver- 
tisers Golfing Society. The dates 
are Sept. 26 to 30, 1957. The trip 
to Gleneagles is the idea of next 
year’s captain, George Dunbar, and 
some 40 members have approved it 
in principle. 

Other fixtures for next year are: 
Sandwich week-end, April 5, 6, 7 
Berkshire, May 15; Wentworth, 


July 10; and Sunningdale, Sept. 18. 
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@ Continued from page 4 


‘TWO FREDS’ 
SUPPORTERS 


Charles W. Hobson Ltd., Home 
Counties Newspapers Ltd. 


Jewish Observer 
K 
A. H. Knowles Ltd. 
L 


C. & E. Layton Ltd., Legget Nichol- 
son & Partners Ltd., Litthkewood Pools, 
Lovell & Rupert Curtis Ltd. 

M 


David Macaulay Advertising Ltd, 
John Mackintosh & Sons Ltd., Man- 
chester Guardian, Martell Brandy. 
Masius & Fergusson Ltd., Mather & 
Crowther Ltd., Albert Milhado & Co. 
Ltd., Municipal Journal 

N 


National Magazine Co. Ltd., National 
Trade Press, A Newton Ltd., 
Northcliffe Newspapers Group Ltd 

Oo 


Osborne-Peacock . a Lid 


Howard Panton Ltd., Alabaster Pass- 
more & Sons Ltd., Pass Printing Metals 
Lid., S. C. Peacock Ltd., Alfred Pem- 
berton Ltd., V. Pethick Ltd, F. C 
Pritchard, Wood & Partners Ltd., 
Provincial in % Ltd. 


Reader's Digest, Readicut Wool Co 
Lid., Reed Paper Group, Ronson 
Products Ltd., Rumble, Crowther & 
Nicholas Ltd 


Scientific 
Service 


Service Station, 


s 
Samson Clark & Co. Ltd., 
Publicity Ltd, Sells Ltd., 
Advertising Co. Ltd., 
Sherman Pools, Sommerville & Milne 
Lid., Stephens Advertising Service, 
Stewart Skingle i? 


Taylor Advertising Ltd., The Times. 
J. Walter Thompson Co. Ltd., Tibben- 
ham Publicity Ltd., Wilfrid Tisbury & 
Co. Ltd., Townend-Smith & Hardy 
Ltd., Transart Lid., Trapinex Ltd., 
Tully-Crabbe Ltd. 


Vernons Pools Ltd. 

C. P. Wakefield Lid., Winter Thomas 
Co. Ltd., World's Press News, S. H 
Wright & Co. Ltd 


Young and Rubicam Ltd. 


Space Buyers 


Bruce Croucher (Erwin Wasey) b 


John Sibcy (Nelson Advertising) 
Dexter Adams (Erwin Wasey) 


c &b 
lbw b 


Bill Luetchford (John Hobson) b Mz 

Len Nash (London Press Exchange) 6b 

Bill Russell (Service Advertising) b yer. 
F. S. Goldsmith (Gordon & Gotch) b Nicholas 
Ernie Keeble (S. H. Benson) 


(House Beautiful), Moss Walters (Sheffield Telegraph), 


Jim Cummins (Nottingham Guardian-Journal), 


Bowyer (Magazine Advertising). 


Bowling: Dexter Adams 2 for 13, Len Nash | for 15. 
Umpires: Dan Warnock, Gerry 
Journal) and Gordon Reid (Vogue). 


+3 
| aie De 4 


The space buyers’ team, with umpires Gordon Reid (left) and Gerry Quye . .. 


Quye 


Ron 


(Press & 
Gavin Doyle 2 


a ons 


¢ Brocklehurst b Nicholas 


Sid Stock (Erwin Wasey) b Doyle 
Dennis Shearman (Reid Walker) 
Harold Lee (Lambe & Robinson) not out 


b Doyle 
Extras 


Total .. 


Bowling: Bert Hardy 3 for 25, Mervyn Banks 1 for 
17, Ron Bowyer 2 for 14, Peter Nicholas 2 for 16, 
for 1. 


. and the victorious space sellers X1. 
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The latest Hulton Survey shows that the readership of the 

News Chronicle has the highest rate of increase of any 

Ga (" K\ national newspaper. According to the Survey, taken in January 
this year, 3,120,000 men and women read it every day. This is a 

percentage increase of 27.8—or 680,000 extra readers since the 

last Survey was published. But since January the sale of the 

News Chronicle has steadily increased. Its readership today, therefore, 

substantially exceeds the published Hulton figures. 

Moreover, 41% of all News Chronicle readers are between the ages of 


25 and 44. Only one other popular Daily has a greater percentage 


of its readers in this, the most free spending of all age groups. 


MAH 0daD If you wish to know how 


economical it is to adver- 


tise in the News Chronicle, 
ring William Memory, 
Advertisement Director, 


FLEET STREET 5000 
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SOWWED YT 


THE SILLY 
SEASON 


In the years immediately follow- 
ing the war many advertise- 
ments were chasing too little 
space and, from the media 
owner’s point of view, the high 
summer season looked after 
itself. 

Now that the space situation has 
changed, and advertisement 
managers are beginning to sell 
again, some advertisers are 
reverting to the pre-war atti- 
tude that August is a “dead” 
month. They say everyone is 
on holiday 

How wrong they are. The truth 
is that more people are taking 
their holidays at home and 
using the money they would 
spend on seaside accommoda- 
tion to redecorate or replenish 
their homes. 


Missed opportunities 


Whoever coined the phrase “the 
silly season” did no good to the 
press. It is a phrase which has 
stuck and which is used as an 
excuse for August inactivity. 

The people who are really silly 
today, however, are those who 
reduce their advertising at a 
period when people have money 
to burn. The swollen figures 
of withdrawals from national 
savings alone indicate what 
golden sales opportunities are 
being missed. 

There should be no slacking off 
in August. 


Autumn challenge 


This summer season will be fol- 
lowed by a most vigorous 
autumn for competing media. 
In the words of Lord Woolton, 
the chill breeze of competition 
will be felt around many knees. 

Preparations are wisely being 
made for the gusts. The pro- 
vincial press is planning to sell 
itself as never before; so is 
screen advertising. And com- 
mercial television interests are 
burying their differences to 
make possible the networking 
essential to economic operation. 

The autumn offers a challenge to 
the creative men of advertising, 
too. The need is for more 
imaginative campaigns—some- 
thing much better than the 
mediocrity so far displayed in 
the mass of television com- 
mercials. 

Quality must be the keyword in 
the hard-selling months ahead. 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


TALKING POINTS 


1956 
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American ad ‘discovery’ -23 years 
behind the times 


[NVISIBLE advertising .. . 

sub-threshold selling. It all 
sounded typically American 
when we heard about the one 
two-hundredth of a _ second 
sales message flash on a cinema 
screen which boosted ice cream 
sales 60 per cent. 

But it turns out to have been 
a British discovery, after all. 

In June 1933 Gerard Holds- 
worth, then an executive with 
Publicity Films Ltd. and now 
managing director of Rank 
Screen Services Ltd., was con- 
cerned with experiments which 
followed a theory advanced by 
a script writer named Lister that 
“the eye sees a_ tremendous 
amount more than the conscious 
brain is prepared to admit.” 

They carried out an _experiment 
using the word “Oxo,” which was 
printed successively in the three 
prime colours—red, yellow and 
blue—so that the word “Oxo” in 
red on one frame was imme- 
diately followed by the word 
“Oxo” in yellow on the next, and 
because of the speed of projec- 
tion these colours’ cancelled 
themselves out and the word was 
not consciously visible. 

The work—which was done 
laboriously by hand — was 
screened before a group of busi- 
ness colleagues who were com- 
pletely unaware of what had been 
done. 

After the showing, in spite of 
every test short of aided recall, 
there were no signs that the 
message had made an impact and 
the project was accordingly 
abandoned. 

Perhaps that is why most 
screen advertising men are show- 
ing little interest in recent experi- 
ments conducted with film and 
on BBC television. 

However, Mr. Holdsworth 
says he is perfectly willing to 
repeat the experiment for any 
advertiser who was not present 
at the original test 23 years ago. 


PICTURES OR PROSE? 


pe people read long copy? 
The Daniel Starch organisa- 
tion asserts: 

“The fact is that people do 
read long advertisements and 
that with increase in text, 
readership tends to decrease 
only moderately. Length of 
text as such is a relatively 


“For instance — just read 
that for a shocking piece of 
copywriting!”’ 


‘ Ts E Foreign Secretary, 


minor factor. The more potent 
factor by far is the substance 
of the sales message. Equally 
important is the for mof the 
message. Vital contents pre- 
sented in appealing form, 
whether 100 or 1,000 words, 
will be seen and read by a sub- 
stantial reader audience.” 

This statement will be wel- 
comed by British copywriters who 
are complaining vigorously that 
ads today are all photographs or 
drawings. 


ON THE SPOT 


AVE you noticed how, after 

only nine months, the 

criticism of commercial television 
‘has simmered down? 

Why, even some of the most 


2 bitter Lctoaties are using the 
medium now. 


The shilling monthly Socialist 
Commentary has been advertised 
in a &5-seeond spot on the Man- 
chester station, Repeats are ex- 
pected and, if results are satis- 
factory, similar fime may be 
taken ‘on the Yorkshire station 
when it opens in October. 


EXPORT DRIVE 
Mr. 


_* Selwyn said at 
Barry: 

“The export trade must come 
first. Our success in it depends 
upon the keenness and deter- 
mination displayed by exporters 
m going out for neW business 
and sin their skill ,in promoting 
2 abroad.” 
-C.*V.° Beatdon™ wrote in a 
(eur to the Sunda¥ Express : 

“Recently in Paris within 100 
yards of the Gare du Nord I saw 
the following displays of British 
goods: 

1. Motor-cycles. 

2. Pressure cookers, etc 

3. Tools. 

4. ‘Come to Britain’ posters, 


etc. 

“All the display material, 
posters, instructions, etc., were 
written in English! ! 

“Presumably the same happens 
in other countries where we are 


trying (?) to sell our exports.” 
WHEELS WITHIN WHEELS 


ARILYN MONROE just 
happened to mention she'd 
like to do some cycling over 
here. Manufacturers all over the 
country took the hint, and the 
Miller home is stacked with 
cycles. 
But who gets any publicity out 
of it except the film star? 


Lloyd, 


TOMORROW'S TOPICS 


@Pye are to enter the electric 
appliances market and a new 
company has been formed. A 
wide range of domestic equip- 
ment will be introduced with 
all-media advertising. 

A new spin clothes dryer is to 
be marketed soon. It will be 
advertised mainly on television. 


Prompt response from a British 
source is expected to an 
American scheme to set up 
an organisation here to deal 
with testimonial advertising. A 
new agency will represent cele- 
brities prepared to endorse 
products in ads. 


PROPRIETORS 


BORO 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


@ Heavy autumn campaigns are 
planned by radio manufac- 
turers. A battle will develop 
between makers of sets with 
traditional valves and those 
using transistors. 

@ A new type of portable gramo- 
phone is to be advertised soon 
with a campaign claimed as a 
record in this field. Copy will 
claim “iess bulk, better sound.” 


@®A consultancy specialising in 
the merchandising of toys is to 
be established in London in the 
autumn. 


ROUND TABLE 


G. L. McLELLAN - DIRECTOR 


WATFORD 


SOUTH COAST 
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Paper problems aren't solved by mechanical minds. 


To get good results out of printing on paper or board needs years of experience 


and a flair for the job: both essentially human attributes. 
If you want to choose the best materials for printing a showcard or catalogue, 


menu or invitation, why not simply: 
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REVIEW OF ADVERTISING 


Eagerness to please—or a deep desire 
for the quiet life—can easily lead 

to the writing of copy that no one 
can be induced to read 


Aucust 3, 1956 


Q bright new room in 


The dangers of pleasing 


the manufacturer 


ARTICULARLY when 
times are prosperous a 
copywriter who yearns for 
peace and quiet and the least 
possible wear and tear on his 
brain will seldom go very far 
wrong if he concentrates on 
what is often called “client's 
copy” or  “manufacturers’ 
copy.” 
You know what I mean. 
Heaven knows there is enough 
of it about: copy that tells of 


Mo mess ! 
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In Copytaster’'s opinion the 

ardently militaristic phraseology 

of this copy is a bit too much for 
women, 


By COPYTASTER 


the long and happy history of 
the firm, or of the 100 years it 
took to develop the product; 
copy that tells of the greatness of 
the product’s name or the fine 
growth and leadership of the 
firm. 

Among all advertisers great 
and small at least nine out of 10 
are delighted by such copy and 
never question its rightness. For 


remains active hong after use Spray or Fork Oven ( ener. aad 
in 0 few minutes, the movi stubborn dirt = ed 
off —2 revotution ie qven cleaning! There are many che rene 
Across, tnd whatever their job, they tackle & @ the ame 
thorough, lasing way AB st dw touch of a hone 


and gree vee 


Copytaster wonders why no stress 
has been placed by Zonk upon 
the true benefit of aerosol con- 
tainers ... but he approves show- 
ing the product in use. 


choice 


decorator’s 


- yor choice 


SMITH & WALTON LTO. Dept. 5S. Hatewhistle, Northumberting 
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that reason it is also very wel- 
come to many account executives 
since it keeps their relations with 
the client so easy and har- 
monious. 

The only difficulty is that the 

public refuses to read it and it 

conspicuously fails to affect the 
sales for better or for worse. 

But there is another form of 
manufacturers’ copy, less easy to 
recognise at a glance, that I want 
to talk about today. It has been 
described recently as copy that 
stresses the attributes of the pro- 
duct rather than the benefits that 
come from them. 

For example, a toothbrush ad- 
vertisement talked at some length 
about an unconventional ar- 
rangement of its tufts of bristles 
but if it explained why the ar- 
rangement made for cleaner 
teeth, more comfortable brushing 
or a more durable brush I had 
grown weary and fallen by the 
wayside before getting to the 
point. 

For a margarine, usually well 
advertised, there was a loud 
shout that it was now 10 per cent 
butter, but if there was any sug: 
gestion that this made it nicer 
or more nourishing, or easier to 
use in cooking, it was buried 
deep in unconsecrated ground. 


Review the points 


One should really look again 
at all one’s clients now and then 
and see how many so-called sell- 
ing points are really no more 
than product-attributes that could 
with thought and care be washed 
and polished and freshened up 
until they promise the reader a 
benefit she can understand and 
learn to desire. 

“Chromium - plated” really 
means “saves time; needs no 
polishing.” “Available in seven 
colours” means “a colour to 
suit every room.” 

Only yesterday I saw some- 
thing about “the only car at its 
price with fully automatic trans- 
mission.” Do the hundreds of 
thousands of drivers with elderly 
cars find their pulses beating 


Copytaster has been delighted to 

see in this Smith & Walton Ltd. 

advertisement how even a picture 

of a tin can be turned to good 
account. 


faster about that? Most of them 
do not even know what it means. 

But here are two advertise- 
ments for aerosol products that 
seem to illustrate what I want 
to say. 

First let us look at the pic- 
tures. Zonk win every round 
without even having to fight. 
They show the product in use 
instead of treating the housewife 
to a series of still-life studies of 
the product in pale-grey half 
tone. 

In their copy, Cooper's assume 
that the reader knows what is 
meant by “Aerosol.” The words 
“press button” appear on the tin, 
but nowhere does the copy say 
as Kodak did: “You press the 
button, we do the rest.” 


Possible misunderstanding 


To the completely uninformed 
reader, Cooper's could well be a 
product that has to be put into 
something resembling a garden 
syringe. 

The very first words of the 
copy are: “Zonk Aerosols pro- 
vide a high-pressure spray ... at 
the touch of a finger.” But even 
they do not show the true benefit 
of an aerosol—the saving of 
time, space and money, because 
no spray-gun has to be bought 
and filled. 

In their main paragraph of 
copy Cooper's seem to be con- 
vinced that men are the most 
likely customers, for they write 
in terms of chemical warfare: 

“When you're invaded by 
flies, wasps or mosquitoes, 
don't retreat—press forward 
with Cooper's Household Aero- 
sol! In next to no time the 
enemy will be down and 

dying. . 

That is no talk for a woman's 
ear. 

She may be feeling ruthless 

@ Continued on page [8 
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What goes into 5,000,000 ? 


One thing that can is your advertising message. It can 
go into 5,000,000 intelligent minds—5,000,000 minds 
belonging to people who will read what you have to say. 
The way in is through The Reader's Digest. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average in 
income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million of them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader's Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader's Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 


NO WONDER IT’S CALLED 
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ADVERTISER’S 


Good ideas should not disappoint at 
the proof stage. When St. Clements provide 
the type setting, block-making and_ plate 
making there is that essential co-ordination 


which maintains the character of the original 


design and meets press day requirements. 


This service owes much to unrivalled facilities 


and a 24-hour working day. 


P.S. is what we put our faith in and Personal Service is what 
it stands for. Intimate knowledge of agency practice is a vital 


factor in getting things done exactly the way you want them. 


St Clements 


type setting 
process foundry 
complete day and 


night service 


ST. CLEMENTS PRESS LTD. 


PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 


REVIEW 
OF AD- 
VERTISING 


—continued 


The year’s 
best ? 


In the opinion of 
Copytaster this 
advertisement is a 
charming tribute to 
the advertiser's 
customers and the 
most ingenious bid 
for goodwill that 
he has ever come 
across. It stands 
an excellent chance 
of being his choice 
for the ‘ Advertise- 
ment of the Year.” 


about flies and wasps, but she will 
feel nothing but repugnance at 
the idea of them lying in their 
death-throes on her furniture and 
floors. Even less fascinating to 
women is the rest of the main 
copy: 

“  .  . because Cooper's 
Household Aerosol is formu- 
lated with ‘Pybuthrin,’ the safe, 
super-efficient insecticide con- 
taining African pyrethrum 
synergised with piperonyl but- 
oxide. It's non-poisonous— 
you can even spray it in the 
larder—and __non-inflammable 
too. A little goes a long way 

-try it!” 

All this seems to be almost a 
perfect example of a “manufac- 
turer's advertisement”—the por- 
traits of the tins (his pride and 
joy), the bland assumption that 
everyone knows what aerosols 
are and how they work, the mas- 
culine approach of the copy and 
the intrusion into the midst of 
the copy of a complex chemical 
definition. 

The two advertisements 
appeared on the inside front and 
back covers of the Radio Times. 
There will be no dancing in the 
streets about either of them but 
Zonk is by far the more effective. 


Enamoured of container 


Paint advertisers, like bottlers 
of many kinds of beer, cider, 
and sauce, are nearly all con- 
vinced that a picture of their 
container comes second only to 
Marilyn Monroe in shapeliness 
and attraction. 
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Town Mouse did not! 


For years and years Walpamur 
had a regular quarter-page in the 
Radio Times showing simply 
their tin and some non-committal 
word like “ Dependable,” and | 
am wearied beyond belief by the 
picture of a hand stirring a tin 
of Dulux. These both strike me 
as manufacturer's advertisements 
of unsurpassed banality, and | 
am delighted to see Hadrian and 
Synflat showing us how even a 
picture of the tin can be turned 
to good account. 

But I refuse to believe that a 
paint manufacturer wise enough 
to use this picture cannot find 
something more persuasive to say 
than “the decorator’s choice and 
your choice.” 

Before anybody embarks on 
the job of painting a room 
there must surely be a few days 
when he is in a mood recep- 
tive enough to read quite a 
long argument about paint, yet 
he would have to search far 
and wide to find anyone with 
more than half a dozen ill 
chosen words to say to him. 

* * . 

SURELY EVERYBODY has scen 
the delightful and endearing 
picture of a field-mouse among 
the stalks of barley for Fisons 
Fertilisers. 

It must assuredly walk off 
with all the art directors 
awards for 1956 and—unlike 
the few invisible words in most 
of the winners of such awards 
—the copy will certainly be in 
my own short list next January. 
@ Continued on page 20 
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-—an essential medism jor 
reaching those responsible 


for the conduct of bulls: 


A.B.C. Net 


nontsy 15 803 iy 


Highest net sale (A.B.C.)—Lowest rate per | ,000 


of any independent journal in or near its field. 


BUSINESS PUBLICATIONS LTD., 
MERCURY HOUSE, 109/119 Waterloo Rd., S.E.1. 


i Tel. WAT. 3388 (20 lines) 
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ES 


The foremost jperne 


WAREHOUSE 
SERVICES trp 


High Street - Wealdstone * Middx 


We have pleasure in announcing the 
formation of a new service with modern 

lant to cater for the increasing demand 
or an efficient After-Service for the 
Printer and Advertiser. 

LABEL PUNCHING 
GUILLOTINE CUTTING 
CREASING » MACHINE FOLDING 
SHOWCARD MOUNTING 
BOOK SEWING * WIRE STITCHING 
SHOWCARD FRAMING 


Telephone HARROW 0366 


** FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 

ULSTER’S 
leading farming pub- 
lication for effective 
coverage of the farm- 
ing community of 


Ulster. 
mamsen OF THE A.B.C. figures 


pone a @uasau Jan. to june, 1956 
rr ae | 


Belfast Office : 

18 Donegall Square, East. Tel. Belfast 24397 
London Office : 

69 Fleet Street, E.C.4. Tel. FLEet St. 5453 


‘* CLASSIFIEDS ”’ 
PULL 
Advertiser’s 
Weekly 


Phone yours to 
WATERLOO 3388 


BL —- 
AUT ie 


AUTOTYPE COMPANY LTD. 
Brownlow Rd., London, W.13. Ealing 269! 


PRINTERS 


to 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 
VEEVERS & HENSMAN LTD. 
36, Albemarle Street, Piccadilly, W.!. 
Grosvenor 6782 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 
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AD MAN’S BOOKSHELF 


Comprehensive guide to 


clothing 


Fabric and Clothing Trades Index, 
1956, published by Fabric & Clothing 
Trades Index, Ltd., price 21s 
rs year’s edition of this 

reference book has 40 


| extra pages and has numerous 
| improvements and additions to 


bring it up to date. 

For example, 6,000 new names 
have been added, making now a 
total of more than 30,000 classi- 
fied entries. It is an invaluable 
source of liaison between the 
manufacturer and _ distributor. 
Manufacturers, for instance, who 
do not make complete articles of 
clothing, can find sources for 
accessories. Likewise, accessory 
manufacturers are provided with 
lists of clothing manufacturers. 


Data about sources 


The Index also gives sales 
outlets for mills and others con- 
nected with the manufacture of 
cloth. It also constitutes a guide 
to where cloth and garments may 
be obtained. 


The numerous classifications 


| range from pins and needles, to 


textile machinery; from yarn to 
finished cloth; from cloth to 
made-up garments. There are 
more than 2,500 classified names 
for instance of manufacturers of 
cotton, rayon, nylon, terylene, 
fashion, dress and furnishing 
fabrics; more than 1,000 names 
in the millinery trade; more than 
300 merchant converters; 350 out- 
workers and 500 rainwear and 


industry 


waterproof clothing manufac- 
turers. In addition there is a 
special section containing more 
than 3,000 brand names. 

There are also introductory 
articles by Herbert Goodier, 
secretary of the Apparel and 
Fashion Industry's Association of 
Great Britain and Northern 
Ireland; by K. J. Beeby, press 
officer to the Leather Institute 
and by Dudley Birks of the 
International Wool Secretariat. 


Dictionary of 


Photography 


Dictionary of Photography, edited by 
A. L. M. Sowerby, published by Iliffe 
& Sons, Ltd., price 2Is. 

THIS VOLUME has become a 
standard reference work for prac- 
tising photographers, and this is 
the 18th edition. It has proved 
of great help to amateur and pro- 
fessional alike since it first came 
out more than 60 years ago. 

The present enlarged edition 
has been almost entirely re- 
written by A. L. M. Sowerby, 
editor of Amateur Photographer. 
The articles on “Colour Photo- 
graphy” and “Cinematography.” 
specially contributed by Percy W 
Harris, editor of Modern Camera 
Magazine, and G. H. Sewell 
respectively, have also been re- 
written in the light of recent 
developments. 


REVIEW OF ADVERTISING—continued 


Even if you have read it you 
might do worse than read it 
again. In fact you will have to 
for I think we should preserve it 
here for posterity :— 

“| think,” said Country 
Mouse, “of fresh milk on 
every doorstep, of wholesome 
vegetables, butter, eggs and 
cheese, tender lamb, prize beef 
and bread all warm and new. 
Then I flourish a tail for the 
British farmer.” 

Dip Town Mouse CoNcuR? 

TOWN MOUSE DID NOT! 

“Each Mouse to his own 
taste,” said Town Mouse, and 
so started an argument. 

CouNTRY Mouse: “It’s all 
this talk of feather-bedding, I 
suppose. Surely you know 
most farmers work 90 hours a 
week, but their average income 
is only £10-£12.” 

Town Mouse: “Surely I 
do, dear chap, but ho-hum!” 

COUNTRY Mouse: “Well! 
So I suppose you have night- 
cats about farm subsidies. I 
suppose you think we ought to 
buy more cheap food 
abroad?” 

Town Mouse (with a gentle 
yawn): “Dear chap! I know 
most of the spare food is in 


North America and costs 
dollars, and I know the farm 
subsidies only just give the 
farmer a living wage.” 

Country Mouse: “Then 
why, by cheese, have you no 
respect for people who work 
in all weathers and who can 
hardly ever take a day off?” 

TOWN MOoustE (almost 
asleep): “Because, dear lad, 
every morning when I'm down 
here visiting you . . . just when 
I need that last five minutes, 
there they are .. . up at the 
crack of dawn, clattering 
about with milkchurns and 
chicken food and cat knows 
what, till I can hardly hear 
myself snore!” 

* * * 

To which Country Mouse 
could only bow. For those 
who have an axe to grind will 
just never admit that the 
British farmer, in return for 
only a fair living, does us 
really proud. 

You will notice that nowhere 
is Fisons mentioned, or even 
referred to, in the copy. The 
whole thing is a charming tribute 
to the advertiser’s customers and 
it is the most ingenious bid for 
goodwill I have ever encountered. 
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THE SCREEN ADVERTISING ASSOCIATION 


ANNOUNCEMENT 


The Screen Advertising Association, on behalf of its members, announces that for contracts becoming effective 
on or after Ist January, 1957, new rates for Cinema Screen Advertising will be as follows : 


15 seconds Colour Filmlets ... ‘ae ca 5 - per 1,000 viewers Standard Rate 
One-Minute Advertising Films _... ... 176 per 1,000 viewers 
Two-Minute Advertising Films _... ... 276 per 1,000 viewers 


The term viewers is applied to the Cinema Audience based on the Board of Trade average admissions to all 
Cinemas in England, Scotland and Wales. 
The Screen Advertising Association, whose members include all the leading Screen Advertising Contractors, 


states that the new rates are necessary to cope with their greatly increased operating costs, a factor common to most 
businesses over the past decade. 


MEMBERS OF THE SCREEN ADVERTISING ASSOCIATION 


Cinema & General Publicity Ltd. S. Presbury & Co. Ltd. 

P. A. Cramer & Co. Ltd. Publicity Films Ltd. 

The Independent Advertising Co. Ltd. Rank Screen Services Ltd. 
Kine-Ads Ltd. Regent Film Corporation Ltd. 
Lyon’s Publicity Ltd. B. Roberts & Co. Ltd. 

P & M Advertising Service Ltd. Stilwell Darby & Co. Ltd. 

Pearl & Dean Ltd. The Topical Advertising Service. 
Pearl, Dean & Youngers Ltd. The Westminster Advertising Co. 


THE SCREEN ADVERTISING ASSOCIATION 


3 PORTMAN CHAMBERS, 7/9 BAKER STREET, 
LONDON, W.1 
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JOHN DELANEY FORMS 


RIGHT ‘La Boheme’ Works. e 
Specially planned, equipped 

and staffed to construct 

overseas exhibition material. 
18,000 sq. ft. factory space. 
Separate block of admin. 

offices. 


BELOW Bill Wilmart, our 
Belgian associate at Brussels 
Exhibition site with John 
Delaney and Lewis Foster. 


- 


ARRANGEMENTS ALREADY MADE FOR 
1958 BRUSSELS INTERNATIONAL EXHIBITION 


For the benefit of British exhibitors at the ‘ Exposition Universelle 
et International ’ we have already established a special 
organisation in co-operation with our Belgian associate, Bill Wilmart. 


Strategic planning is taking place at this early stage so that when 
the time for tactics arrives there will be a smoothly-working 
organisation already in operation. We believe this will be a very 
valuable help for British exhibitors who have no 

* Anglo-Belgian ° set-up of their own. 


Site, transport, and fabrication problems are ironed out in 
advance—eliminating last minute rush, losses and unforeseen 
expenses. Everything cut and dried—smoothly handled 
from start to finish. 
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EXHIBITIONS DIVISION 


READY-MADE ORGANISATION 
FOR EXHIBITORS ABROAD 


Now, exhibiting abroad is simplitied, made cheaper . . . made possible 
for many companies. For now, here is the International Exhibitions 
Division to take over all the work and organisation of your overseas 
exhibitions—from building the material to erecting the stand on site. 


And if you trace the influence of our Sales Director, Lewis Foster, 

at work here, you'll be right! For since 1948 he has made a special 
study of this side of exhibition work. Indeed he operated 

exclusively in the field of International Fairs for three whole years. 
He is familiar with the sites in most European cities where these Fairs 
are held. The principal contractors in Europe (and several in the 
U.S.A. and Canada) are numbered amongst his close friends. 


JOHN & HENRY COCKS LTD., 
Metals Division 


JOHN & HENRY COCKS LTD., 
Signs Division 


The skeleton of our new Division has existed for some time. Now 

we have given it muscles. It has become a special unit, operating 
within our organisation, designed to cope with exhibitions anywhere 
abroad. The immediate and unstinted co-operation of contractors 
abroad, ensures that work progresses smoothly. Misunderstandings are 
eliminated. The risk of loss or damage is minimised. You 

know exactly what is happening all the time. 


JOHN DELANEY ORGANISATION LTD., 
Group Transport 


It amounts to this. The John Delaney Organisation has the experience, 
the resources, the contacts, and now a special Division, to handle 
overseas exhibitions with great efficiency and at very reasonable 

cost indeed. 


If you are interested we'd be glad to meet you. 
CAMDEN EXHIBITION & DISPLAY LTD. 


NEW DIVISION OPERATES IN CONJUNCTION 
WITH THESE EXISTING COMPANIES 


CAMDEN FURNITURE HIRE LTD. 


THE JOHN DELANEY ORGANISATION 
INTERNATIONAL EXHIBITIONS DIVISION 
| Aberavon Road, Mile End, London, €. 3. —— ADVanee ate 
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A picture 
with 
a purpose 


T had to happen sooner or 

later when it came to pick- 
ing the picture for this monthly 
feature ... viz., that one or 
two photographers raised their 
heads above the level of the 
crowd. So it is that this month 
we landed upon a shot by an 
old friend, Roger Wood. 

Yet before we discuss this 
month's choice may we emphasise 
that the pictures appearing here 
are a literal choice of what we 
consider the best shots we have 
seen used somewhere during the 
period. Photographs are re- 
quested via the firms and agencies 
concerned and we make our 


Photograph of 
the Month—27 


choice from the pictures without 
even looking at the back to see 
who shot it. 

This shot of Wood's really took 
our fancy. 

There is a fine balance about 
the arrangement the old 
man’s back tells the story of a 
lifelong devotion to his hobby 

. where tonal values are con- 

cerned the dark of the suit con- 
trasts firmly with the white of the 
boat and both contrast strongly 
with the neutral grey of the gen- 
eral background. 

There is a purpose in the 
picture which reflects the pur- 
pose of the old man—and 
which in turn reflects the pur- 
pose of the Hawker Siddeley 
Group (whose advertisement it 
was) to show that their job is 
to see that the country has 
sufficient armed strength for us 
all to enjoy peace and freedom. 
This picture is one of a series 
ortraying the theme, designed by 
en Martin of Dolan, Davis, 

Whitcombe and Stewart. The 
shots, therefore, had to appear 
unposed with the atmosphere of 
peace and tranquility surrounding 
people in their chosen spheres 
uninterrupted by the stress of 
modern life. 

Fortunately the layout was not 
too demanding and making pic- 
tures fit the available space is not 
the best way to produce first-class 
photographs. But perhaps best 
of all, from Roger Wood's point 
of view, there was no frantic 
rush. 

The first try-out was unsuccess- 
ful. The real owner of the 
yacht, although he proved to be 


co-operation itself, looked too 
vigorous in the photographs for 
the idea of old age to be con- 
veyed satisfactorily. 

So Wood turned to a retired 
actor of 73 and directed him into 
playing the part. 

Then, of course, the weather 
was not co-operative and there 
was a good deal of waiting 
before the shots were eventually 
made one Sunday morning on the 
Round Pond: Rollei, Plus-X 
(since renamed) and no addi- 
tional lighting. 

There is a moral in all this and 
the best way to put it over is to 
use the photographer’s own words 
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Aucust 3, 1956 


when we interviewed him: 

“The nicest thing on this job 
was that there was no one 
‘standing over you.’ The art 
director let me get on with the 
job on my own without fussing 
me. He knew I would do the 
job just as soon as conditions 


were right and that I would do 
as good a job as 1 could. How 
much nicer it is ‘being given 
one’s head a bit’ instead of 
having exactly to follow little 
drawings for no other reason 
than that the client has passed 
them.” 


_ the first issue of each month ADVERTISER’S WEEKLY pub- 

lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something ? 
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S. F. James, F.1.B.P., awarded Marcus Adams 
Cup for the best child portraits of 1955 and 1956. 


For the second year running, Mr. S. F. James, 
F.1.B.P., Royal Studios, Wimborne Minster, has 
been awarded the Marcus Adams Cup for the 
best child portrait of the year — on Ilford HP3 
flat film. Here is the film to give full expression 
to the freshness of youth and the maturity of 
age—a film in which high speed and fine grain are 
so nicely balanced that it stands unchallenged as 
the ideal negative material for studio portraiture. 


TECHNICALLY SPEAKING 


Ilford HP3 is a high-speed panchromatic film 
possessing great latitude, a very long scale of 
gradation and remarkably fine grain. It has the 
following speed ratings : 

Daylight Tungsten 
BSI, Ilford meter, Scheiner 34 33 
ASA, Weston and G.E. meters 200 160 


Recommended Ilford developers : 

I1D-2 or PQ Universal — for general use 

ID-11 — for fine grain without loss of speed 
Microphen — for fine grain with increased speed 


1D-48—for extra fine grain (requires 50% extra exposure) 


ILFORD HP3 flat film 


Aliso available as plates, roll film and 35mm film 


ILFORD LIMITED * ILFORD * LONDON Trade Showroom: 106/107 High Holborn, London, W.C.1. Telephone ; HOLborn 3401 
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PHOTOGRAPHY IN ADVERTISING 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


A show that was in the 


superlative class 


BOARDS: Form Part of a 


PAPERS: Comprehensive Range 


PADS: of Materials to the Studio 


Daily Deliveries 
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SILK SCREEN PRINTERS 


QUALITY 


(SIGNS & DISPLAYS) LTO 


IN ADVERTISING 


66 WALDECK ROAD, 
LONDON, W.4 


Chiswick 3359, 1789 & 6718 | 


R. P. GOSSOP LTD. 


Artists’ Agents «+ 
36, CARTER LANE, E.C.4 
CENTRAL 6950 


(['HERE was one exhibition 
last month that I hope 
you saw, because frankly it 
comes within the superlative 
class that openly defies com- 
ment. It was the show at the 
Royal Photographic Society of 
“Sail” by the Bekens (father 
and son) of Cowes and “Air” 
by Charles E. Brown. 

If you have ever tried photo- 
graphing sailing boats you will 
know just how tricky a job it is. 
Despite the fact that these are the 
most pictorial of craft there is a 
good deal more than just the 
boats to worry about .. . a strong 
wind and a choppy sea not the 
least of them. Hailing from that 
part of the world myself I can 
conscientiously abhor the disap- 
pearance of the “J” class yachts 
and sympathise with the difficul- 
ties of the photography. 

For the Bekens I have never 
had anything but complete ad- 
miration for their technique has 
matched the superb beauty of 
their subject matter. Their coun- 
terpart in aerial photography is 
Charles E. Brown though here I 
can do no more than admire his 
artistry in a branch of the busi- 
ness in which I have no experi- 
ence myself. But first class work 
no matter what the subject will 
always command complete atten- 
tion. 


Very near miss 


THERE ARE times when good 
ideas go astray. 

Two such cases came up re- 
cently in Kalamazoo advertise- 
ments for office systems. Tech- 
nically the two photographs are 
nicely handled—the expressions 
are good and realistic, the light- 
ing true and, at the same time, 
unobtrusive. 

But the composition just is not 
strong enough. 

The triangle of heads becomes 
much more powerful and arrest- 
ing if it is cut to a line just 
below the hand with the pointing 
finger. That being the case, the 
figure on the left should be 
dropped down to the bottom left- 
hand corner and if the fellow at 
the back needed to sit on a 
couple of dictionaries to give 
him a bit of extra height, then 
so much the better. 


In the second case the two 


background figures to left and 


Commercial Art & Photography | ight could be dispensed with; 
Terminus 8770 0073 


trim them off and see the in- 
| creased effect. I am quite sure 


By BEN FREEMAN. 


EALAMAZOO LTO  wORTErICne SIRMINGHAM fy 


.: Lind | Kelamanoo | 
PY Sates LACES LED OEEE [_Ketemanoe | 


shamatoe wre weerericte eremineuam at 


These two advertisements, in the 

opinion of Ben Freeman, contain 

excellent ideas that just failed to 

make the utmost impact. Com- 

position, he thinks, is not strong 
enough. 


enough is left in the background 
to make the setting look like an 
office. 

And then there is that broad 
expanse of back. In the printed 
advertisement it was partially 
camouflaged with a _white-on- 
black panel, but I could see no 
real purpose in it. 

There is no doubt in my 
mind that a diagonal compo- 
sition is the strongest possible, 
particularly if you are trying 
@ Continued on page 27 
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Technical developments 


for the ad photographer 


to put over the idea of one 

man laying down the law to 

the other. 

These are personal opinions, 
of course, but they came into 
that category of being “so near 
and yet so far,” which made 
them worth analysis here. 

* * * 

There are several technical 
items which have cropped up 
over the past few weeks which 
are worth putting on record just 
in case you have not come across 
them 

To begin with, it may not be 
often that one requires a small 
quantity of developer for any 
special purpose, but the odd occa- 
sion does arise and making up 
the single pint or so can be irri- 
tating. May and Baker have a 
handy concentrated universal de- 
veloper in plastic sachet form 
“Jenrol” to make 14 pints for 
films and 3} pint for bromide 
paper. You simply snip the end 
off the sachet and make up the 
required amount. 

Aid to mounting 


For those who have frequent 
use of 35 mm colour trans- 
parencies | would point out the 
new Berofix plastic mount (twin 
glasses) is now selling at 8s. 3d 
for 20 from North Staffs Photo 
Services, Newcastle, and else- 


where. The plastic is heat 
resistant and four small spigots 
on the inside engage in the film 
perforations and automatically 
locate the transparency; 26 
colours or colour combinations 
are available which can add up 
to a system of easy identification. 
An easily workable and very 
workmanlike little job. 


Of much more than passing 
interest is the fact that Ilford 
Multigrade is now available in 
10-sheet packets at 20 by 16 inch 
in velvet stipple double weight. 
Kodak colour enlargements have 
been extended to a five-by-seven 
print in addition to the standard 
34 by five inch size. Full picture 
area of the original transparency 
is enlarged; small sections only 
cannot be accepted. Prints are 
supplied in a glassine folder in- 
side a decorated wallet. 

= * *” 

The Ilford Autophen De- 
veloper will be particularly wel- 
come in those departments where 
there is a heavy negative output. 
It is capable of almost unlimited 
replenishment and, according to 
one report, a 60-gallon bath re- 
plenished in due course with 140 
gallons of replenisher dealt with 
over 50,000 films. The graph of 
the developer activity shows only 
a very slight decline over pro- 


longed usage and therefore no 
real compensating increase in de- 
veloping time becomes necessary. 
The recommended figure is eight 
minutes at 68 degrees F. 


Also on the latest list from 
Ilford is the Ademco dry mount- 
ing iron, thermo controlled and 
easily adjusted to maintain the 


correct temperature with any 
thickness of print or tissue. 
When it comes to showing 
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colour transparencies to clients, 
it means a viewer or a projector, 
neither of which are completely 
satisfactory from the client's 
point of view. The new Koda- 
slide table projector solves this 
problem nicely. The slides are 
projected at x16 magnification on 
a 64-inch square translucent 
screen, which forms the front of 
the unit. The image is suffi- 
ciently bright for use in daylight. 


Photograph of the month 


The Man who never Grew Up 


Hawker Sidaeley Group 


This is the complete advertisement from which this month's photo 


graph has been drawn. 


The impression of dogged determination to 


reach the water as soon as possible has been strongly conveyed 
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Changing pattern 


Danish retail market 


FFICIALLY, there is no 
such thing in Denmark 
as multiple trading: the law 
forbids it. The fact that there 
are, despite this, two groups ol 
multiple retailers—the co-op- 
erative movement and_ the 
private enterprise firm of Irma 
—has hitherto placed the 
Danish independent trader at 
a serious disadvantage. Not 
having been able to develop 
beyond a one-shop business, 
he has had no opportunity of 
competing with the larger 
organisations on an even foot- 
ing. 
The co-operative societies, of 
which there are no fewer than 
1,900 in Denmark (that is, about 


FUSYS Ou 
DENMARK 


three times the number in 
Britain, although most of them 
have only one branch), escape the 
restriction On multiple trading by 
selling only to their members. On 
the other hand, Irma by-pass the 
regulations through being manu- 
facturers as well as retailers and 
selling their own branded goods 

Both Irma and the larger co- 
operative societies have devel- 
oped self-service stores, the first 
having been opened in 1949. To- 
day, just over one half of Irma’s 
124 branches are operating as 


self-service stores. the exact 


Iwo display points 
of interest in this 
Irma shop are the 
advertisement 
panels above the 
shelves and the 
wire dump display 
basket at the 
checkout for show- 
ing “impulse” 
lines. 


figures being 49 in Copenhagen, 
plus 38 counter-service shops, 
and 17 in the provinces out of a 
total of 37 provincial branches. 

The largest of the Danish Co- 
operatives is HB (the abbrevia- 
tion of a name meaning “ metro 
politan co-operative ”), who have 
84 store groups (collectively 
known as branches), of which 40 
are run as self-service stores. Al! 
the others are to be changed to 
this method of trading within the 
next five or six years. Of those 
already converted or opened, 14 
are “superettes” selling a com- 
plete range of foods, including 
fruit and vegetables and fresh 
meat, and doing a minimum 
weekly turnover of £1,500. The 


Little care is taken 
with window dis- 
plays in some Irma 
stores ... for the 
reason that a 
jumbled mass of 
bright tins and 
paper packages are 
thought to be 
themselves full of 
interest to the 
shopper. 


By BRIAN MOORE, 


Editor of Self Service. 


highest turnover of any HB 
branch is about £4,000 a week, 
achieved by the superette in 
Noerrevold, Copenhagen. 

In this swing towards self- 
service the private trader has 
not been left behind. The most 
progressive independents whose 
stores are of adequate size have 
adopted full self-service with as 
much success as Irma and the 
co-ops. 

Many whose shops are too 
small for them to follow suit 
have gone half way towards self- 
service by converting their shops 
to what are known as “ tempo” 
stores—that is quick service shops 
where the customer serves her- 
self to canned and packaged 
groceries, but where there is no 
centralised checkout and provi- 
sions are mainly served by staff. 


Information service 


The private trader in Den- 
mark is extremely fortunate in 
having at his disposal the ser- 
vices of the National Association 
of Independent Retail Grocers. 
This body, which has a member- 
ship of 13,000 out of Denmark’s 
15,000 independent grocers and 
whose members account for 
80 per cent of the total grocery 
volume, runs an_ information 
service for the private trader, 
helps him with displays and 
modernisation, supplies the new 
fittings he needs and teaches him 
accountancy and book-keeping. 

The association trains the 
grocer’s personnel, and = runs 
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courses on such 
window display and advertising. 
It employs 15 consultants who 
circulate among members in their 
areas and who are ready to take 
charge of the entire planning of 
a conversion to a self-service or 
“tempo” layout 

At present the 
planning super markets and 
shopping centres, and working 
on schemes for the formation of 
voluntary chains. In this way, it 
is hoped to enable the independ- 
ent to compete with the multiple 
and co-operative organisations on 
level terms and free him from the 
restrictions under which he has 
suffered in the past. 

Grocers are being taught that 
the buying programme is of 
paramount importance and 
that through the formation of 
voluntary chains they will have 
the means of buying all they 
need through one wholesaler at 
a cost which will allow them 
to offer goods to the public at 
competitive prices. It is rele 
vant to observe that resale 
price maintenance exists in 
Denmark but is less rigid than 
in Britain. 


subjects as 


association is 


Relative importance 


That, then, is the overall pic 
ture of competition in Denmark 
and the place that self-service 
occupies in the three-cornered 
struggle. Although that place is 
only a small one when judged 
numerically (about one per cent 
of the stores are complete self- 
service units), it assumes much 
larger proportions when turnover 
is taken as the criterion. 

An investigation lately carried 
out by the Danish Productivity 
Centre showed that 12 per cent 
of housewives in Denmark shop 
self-service. In Copenhagen— 
home of one million out of the 
country’s 34 million population— 
no less than 22 per cent of house- 
wives are self-service shoppers. 


Facts about turnover 


Other interesting items of in- 
formation obtained from the Pro 
ductivity Centre are these: it is 
considered that for a £500 weekly 
turnover in a self-service store 
the minimum sales area must be 
450-500 sq. ft.; turnover in 
Danish stores has been found to 
increase, on the average, from 
25-40 per cent on conversion to 
self-service and employing the 
same number of staff (a figure 
comparable with British experi- 
ence). 

Although a good pack can 
usually sell itself in a_ self- 
service store, the universal ex- 
perience is that the advertised 
product is the best seller. This 
being so, one may expect to 
see some big advertising cam- 
paigns being conducted in 
Denmark, for the tendency in 
the stores of HB and Irma 
is strongly towards the reduc- 
tion of the number of lines dis- 
played in self-service branches. 
Indeed, Irma already claim to 
have cut down their range to 


@ Continued on page 30 
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ADVERTISER'S WEEKLY 


For efficient coverage 
of DENMARK: 


THE ALLER MAGAZINES 


Denmark has got 1,300,000 households. Try to compare 
this figure with the ABC controlled circulation figures of 
the three Aller weeklies. 


FAMILIE JOURNALEN. 295,816 copies a week. 
The popular weekly for the whole family. 

FEMINA. 123,759 copies a week. The woman's 
magazine with the increasing circulation. 

SE OG HOR. 114,705 copies a week. The modern 
Danish picture magazine. 


THE ALLER READERSHIP SURVEY 1955 shows that 
FAMILIE JOURNALEN is read in about 590,000 
Danish households that is a coverage on 42% of the 
total households. 

FEMINA is read in about 250,000 households that means 
a coverage on 18%. 

As to SE OG HOR the readership is 200,000 households 
and the coverage about 14°,. 


THE ALLER PRESS LTD. 
COPENHAGEN 


London Office: 
34/40 Ludgate Hill, E.C.4. 
Phone : City 2784. 


F. A. Smyth, Representative 


» YOU 


will get the best share of the valuable 
DANISH MARKET 
by planning your promotion in 


BERLINGSKE TIDENDE 


which last year carried 50 per cent. 
more advertising than any other 


Danish daily—therefore prefer 


DENMARK’S BIGGEST DAILY 


Want to be introduced 
to the Danish Market ? 


British quality is highly appreciated by the Danish consumer. 
If you want your merchandise introduced into the Danish market 
‘aed best and most efficient advertising media will be one of 


enmark’s two leading weekly Hjiemmet 


magazines : 
the magazine for the Danish family—read every 
in Denmark, or . ad celia 


the magazine for housewives—a weekly 
guest in every sixth Danish household. 
Enquire for further information: 
JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, S.W.I. Tel.: WhHitehall 3366 


foradamerne 


Exclusive representatives for Great Britain: 


Joshua B. Powers, Ltd., 14, Cockspur Street, London, S.W.1. — Tel.: WHI tehall 3366 


Do you want to come in contact with the whole 


| 
DENMARK 


you cannot do it, without having 
JYLLANDS - POSTEN 
on your budget. 


L Mands-Posten is the biggest 
phe outside Copenhagen, 
and has by far the largest 
sale in Jutland and Funen, 
where 55% of the popula 
tion of Denmark live. 


The readers are mostly to be 
found in that part of the 


represented in England by ah oaks eta 
Alb. Milhado & Co., Ltd., 140 appreciates better quality 
Cromwell Road, London, SW7 - and are able to buy 


FREmancie 8592/3 The advertising rates are 
lower than those of any other 
Danish daily. 


Iullands Ws Posten 


The big conservative Danish morning paper 
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ES = aay 
A wonderful summer was followed by the 
British Exhibition in Copenhagen and the 
glories of the Tattoo, things we shall never 


forget. 


British exporters and their advertising agents 
should realise that this year of 1956 will be 
the time to consolidate the pronounced good- 
will that now exists for British goods. Why 
not come to Denmark and study the market 
situation on the spot? Here in Politiken House 
we always welcome the chance of greeting 


old friends and making new ones. 


And for advertising, remember that 
POLITIKEN is still the foremost medium and 


carries more display than any 
other Danish newspaper. Fullest 
information and service from 
our London Office, 


FRANK L. CRANE ©’ 


69 Fleet St. E.C.4. Fle. 2811. 


- then, of course, you should use the most 
distinguished magazine - TIDENS KVINDER. 
This is Denmark's finest 

women's weekly jour- 

nal, read by more than 

250,000 every week! 


FRANK L. CRA Me; 6 
LONDON, E.C.4. - FLE 


| technique most 


| is packed 


FOCUS 
ON 
DENMARK 


—continued 


Jumble display on 
an island platform 
in an Irma store. 
Note the provision 
of neat stacks for 
catching attention 
and also the large 
price tickets. 


only 300 lines, 
different pack sizes. 


Their aim is to sell only one 
brand of each item, “the best,” 
and only one size of that brand. 
Although not going quite so far, 
HB have reduced the number 
of lines carried from 1,800 to 
1,000. Doubtless, other  co- 
operative societies and some self- 
service private traders will follow 
the lead given them by the two 
largest multiples. 


The advertiser in Denmark, as 
in this country, produces a good 
deal of point-of-sale material, and 
it is taught (in the Independent 
Grocers’ Association's film “The 
Tempo Store in Operation”) that 
suppliers’ sales aids make attrac- 
tive displays when efficiently 
used. Another means by which 
in-store advertisements can be 
displayed is the use of panels on 
the walls above the fixtures. 
Wide use is made of such panels 


| by Irma for advertising their own 


products and by co-operative and 
independent stores for advertising 
the lines of various manufac- 


| turers. 


Popularity of jumble 


On the whole, however, there 
are fewer special displays in 
Danish self-service stores than 
there are in Sweden. The display 
commonly 
adopted (particularly by Irma, 
who use it in the windows, on 
island platforms and even on the 
normal shelves) is the jumble dis- 
play, consisting of a large number 
of tins or packets “just-thrown- 
in-any-old-how.” This method of 


| display has proved highly effec- 


tive. 


Those who control the affairs 
of Irma have closely studied the 
demands of packaging for self- 
service and have, as a_ result, 
evolved many ingenious re-usable 
containers. For example, honey 
in plastic drinking 


“glasses,” curry powder in a 


| plastic funnel which can after- 


wards be used in the kitchen. 


| Other spices and seasonings are 
| packed in measuring spoons of 
various sizes, while jam is in a 


plastic box intended for after-use 
as a butter dish. 
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Integrated 
wool 
promotion 


HE next 12 months would 
see the largest and most 
thoroughly integrated programme 
of promotion, advertising and re- 
search on behalf of wool in 
history, recently declared Max F. 
Schmitt, president of the Wool 
Bureau, to the council of directors 
of the American Wool Council. 
The stepped-up advertising and 
promotion campaign would reach 
millions of additional Americans 
during coming months with the 
story of wool’s combination of 
performance qualities, versatility 
and fashion beauty, the Wool 
Bureau president declared. Par- 
ticular emphasis would be placed 
on promoting apparel for the vast 
and rapidly growing youth 
market, he said, where promotion 
efforts would stress the durability, 
smart styling and health pro- 
tection offered in all-wool fabrics. 
The nation-wide programme of 
promotion for wool, conducted 
through the Wool Bureau, now 
had the support of such groups 
as the American Sheep Producers 
Council, the American Woo} 
Council, Wool, Inc., representing 
the Boston and Philadelphia wool 
trade, and leading mills and 
manufacturers, Mr. Schmitt said. 
He cited the example of 
eight major blanket manufac- 
turers who are joining in a 
broad advertising effort next 
autumn to promote the many 
advantages of the wool blanket 
to the consumer. This co- 
ordinated advertising La saa 
backed by retail 

would reach almost 50 million 

American women. 

Firms participating in the pro- 
motion were given by Mr. Schmitt 
as: Fairibo Blankets, Kenwood 
Mills, -Lebanon Woollen Mills, 
Mariposa Blankets, North Star 
Woollen Mills, Orr Felt & Blanket 
Co.,. St. ‘Mary’s Blankets and 
Springfield Woollen Mills Co. 
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TYPOGRAPHY IN ADVERTISING 


The art school niece has 


a fine time with bank ads 


ANKERS, so it would 
appear from a study of 


their advertisements in the 
Economist, conceal an extra- 
ordinary range of _ typo- 
graphical exuberance under 


their conventionally inhibited 
exteriors. 

It seems only fair to post the 
debits and credits to the bankers 
themselves since it is difficult 
enough to presume that many of 
them have ever consulted—or 
even heard of—a _ typographer. 
The majority of the 28 quarter 
page banking advertisements 
studied in a recent issue reveal 
clear signs of having been 
designed in the general manager's 
office and most of the remainder 
show the unmistakable touch of 
the general manager’s niece who 
has been to an art school. 

They fall into four more or less 
clearly. defined categories: 


@The expanded business 
cards 
@The condensed annual 
reports 


@ The blotting pad doodles 

@ Those obviously conceived 

—eccentrically enough — as 
advertisements. 

As typical representatives of the 
first group, the Glyn Mills & 
Company confine their copy to 
their name and description, their 
head office address and the names 


- of their two associated houses, 


all set in Perpetua and enlivened 
with their very pleasantly drawn 
anchor-and-rope house sign. 


Marking the difference 


The National Provincial Bank is 
slightly more daring with grotes- 
que nine and Plantin 110 and 
adds the names of seven officials, 
with a neat demarcation between 


“gentlemen” and “players” by 
confining the affix “Esq” to the 
chairman. 


But the really surprising 
example in this category comes 
from Kleinwort, Sons & Co., 
Ltd. (“established Cuba 1792 
and London 1830”), whose 
quarter page boasts a really 
effective combination border 
which offers a very pleasing 
colour contrast to its Bodoni 
Heavy and Bodoni Heavy 
Condensed display lines. 

If only the cap lines had been 
letter spaced and the subsidiary 
typeset matter set in a text face 
more appropriate to the display 
elements than Times Roman this 
attractive setting might well have 
strayed from the advertisement 
pages of the late lamented 
Signature. 


By SCRIPTOR 
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Here, in the opinion of Scriptor, 

is a really effective combination 

border which well sets off the 
type. 


In the second group, the 
National Bank of Scotland shows 
an all sans setting combining 
bold grotesques and Gill and 


confines its financial data to only | 


four astronomical totals. The 
Hongkong & Shanghai Banking 
Corporation uses a mixture of 
sans, Times Bold and Modern 
(mostly in six point) to provide 
its capital and reserve figures as 
well as a list of branches—which 
would require a full page to do 
them typographical justice. 


@ Continued on page 32 
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A large mixture of types has been 

used in this advertisement by the 

Hongkong and Shanghai Banking 

Corporation and Scriptor thinks 

that proper justice has not been 
done. 


ADVERTISER’S WEEKLY 


To tell the 
Truth... 


An Irish playwright, giving evidence 
in a Civil action, described himself, 
unblushingly, as ‘‘the greatest 
dramatist since Sheridan.” 
“You are a modest man, I see,”’ 
gibed the examining counsel. 
“*I am, indeed,” he countered, 
“but what else can I say? Jam 
on oath.”’ 

We, in Rathbone Place, pride 
ourselves (like every Englishman) on 
our reticence, on our neglect of the cruder techniques of 
self-glorification. We know that our Projectors, and our services, 
speak eloquently for themselves and bear trenchant witness to their 
own excellence. If you pin us down, we have no choice but to admit 
(with a modicum of happy embarrassment) that we are pre-eminent 
in our line. But we would rather you examined our work and our 
products and reached a verdict in accordance with the evidence. 
The Grant Production Co. Ltd., 4 Rathbone Place, London, W.1 
(Museum 8717), 47 Cornwall Street, Birmingham, 3 (Central 4131) 
and 7 Little Park Street, Coventry (Coventry 64978) 


A Visit which will pay for itself— 


Following last year’s outstanding success, the Czechoslovak 
engineering industry, among the largest in the world, is to 
conduct its Second Exhibition on an area three times as 
large as its predecessor. The Second Exhibition will offer a 
great opportunity for the establishment of profitable trade 
contacts with a nation famed for its engineering achieve- 
ments. Czechoslovak products are world-famous for their 
traditional quality and for their technique—always the last 
word in engineering skill and design. 


Special travel facilities are available for 
visitors to the Exhibition, and full ree" 
tion can be obtained from the Commercial 
section of the Czechoslovak Legation. 


Second 
Exhibition 
of Czechoslovak 
Engineering 
BRNO, Sept. 8th—30th, 1956 
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TYPOGRAPHY IN 
ADVERTISING 


—continued 
You GET 
Fars 
SERVICE 


MARTINS BANK 


London District Office : 68 Lombard Street, £.C3 
HEAD OFFICE; WATER STREET, LIVERPOOL, 2 
Total Asvets (as at Jiet December, 1955) £342,701 110 


In the opinion of Scriptor, this is 

a period piece that might have 

suited the early 1920's well 
enough. 


In the doodle category, Martins 
Bank is well to the fore with a 
hand-drawn period piece which 
might well date back to the early 
1920's, complete with pseudo- 
Trojan Column Roman caps and 
a bastardised copperplate for the 
pregnant word “Personal.” 

Among the few insertions that 
are clearly determined to look 
like press advertisements—as 
seen through the eyes of a banker 

the National Bank of Austra- 
lasia provides the clinical 
example, with its conventional- 
ised map of the continent and a 
superimposed factory. 

The heading “The Business 
Man's Gateway to Australia’ is 
drawn in a hybrid letter which 
succeeds in combining some of 
the less attractive attributes of 
Ultra Bodoni and Corvinus. 

But outside all four cate- 
gories it remained for the Royal 

Bank of Canada to set the pace 

@ Continued on page 33 


Canada 


Market Information 

spply and ocher 
viral matters affecting trade with 
Canada, ask ovr Business 
Development Departmeor. 


THE ROYAL BANK 
OF CANADA 


Over 9B branches i Canada, tive West bactves, 
Central and South Amertoe 


Asacts Exceed 3} Bilhon dotters 


High marks have been given by 

Scriptor for this advertisement 

which, he thinks, has been very 
competently designed. 


EXHIBITIONS & DISPLAYS 
J WATSON orm t58 


DISPLAY | Bassein paix ae 
UNITS IN | LONDON -W-i2 
PLASTIC PHONE 


VACUUM FORMING 


BRINGS YOU 


3-D. DISPLAYS IN PLASTIC 


* 3-D. 
SHOWCARDS 
* SIGNS 


* SERVICE 
TRAYS 
*3-D. 
ANIMATION 


Photograph by permission of Peter Lord Lid. 


VACUUMPLAST LTD. 


In association with BERTA STUDIOS Ltd. 


12 MANETTE ST., LONDON W.1. 


Telephone: GERRARD 8757 


Signs Showcords 


Displays Posters 
Exhibition Stands 


Silk Screen Printing 
CB display service Itd 
Directors: H, BARNETT V, STAMFORD 


423-7 ST. JOHN ST. LONDON E.C.1 
TERMINUS 7080 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 


of 
ADVERTISING & DISPLAY 
MODELS 


SINGLE OR QUANTITY 
PRODUCTION 
in RUBBER LATEX 
la, THE WALDRONS, 
CROYDON, SURREY 
Phone : 


Croydon 1343 


DON’T LET THIS UPSET YOU! 


Consult us for 
your Xmas 
~ Exhibition - 
Staff GIFTS. 
ANGLO FANCY PRODUCTS LTD 


Manufacturers, 
266, Belsize Road, N.W.6 
Telephone: MAI! 0867 (3 lines) 


YOUNG & FOGG RUBBER CO. LTD. 
Wimbledon, S.W.19. LIB 626! (6 lines) 


Remember 


Best for quality * 


* Best for pri 
Best for edie * sicsate 


LEWIS KNIGHT & COMPANY 
8 Chingford Mt. Rd., E.4. LAR 2241/2 


In olden days a 
badge was the dis- 
tinctive mark of a J 
Knight in armour 

In modern times 
RODEN badges are 
used to distinguish 
YOUR product—your 
members and your repre 


sentatives. Send today 
for samples and prices 


& SON LTD. 2 
12 & 13 Greville Street, Hatton Garden, 
London, E.C.1. Tel.: HOLborn 0139. 


AuGust 3, 1956 


GIFTS OF DISTINCTION 
FOR ALL OCCASIONS— 


FOR EVERY PURPOSE. 
CONTACT US NOW! 


City Supplies Company, 
36, Copthall Ave., E.C.2. NAT 8251. 


ADVERTISING SERVICES 
att Renonber the name! 
Q UW) 


ILLUMINATED SIGRS 
PLASTIC DISPLAYS 
PERSPEX PLAQUES 
SCREENED CUT-OUTS 
POLARISED PANELS 


TEL: GERRARD 1612 
106 WARDOUR STREET Wi 


| “EXHIBITIONS 
DISPLAYS 


GORDON A. TRCKSON 


12 GREAT CASTLE STREET 


i GxFORD Circus W | 
Telephone MUSeum 7166 
“ ¢ ee 


TYPOGRAPHIC 
ADAPTATIONS 


set charges 


adapts 


COVENT GARDEN 1522 
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COMMERCIAL ARTISTS BLOCKS & DIES 


THE 


TUDOR ART AGENCY LTD. 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884! 


BRASS BLOCKS & DIES 


Brars blocks or Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
st ow-car ds, etc. Sceel dies for metal. 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, €E.C.! 
CLE 6474 Est. over 40 years 


—— 


COMPLETE STUDIO SERVICE 


E . 
STUDIOS . 
142 HEN a CHICKENS COURT 


» FLEET STREET, £.0.4 
Telephone: Chancery 9266 


VERY RARE 
* photographic’ 
RETOUCHING 


*notural *’ retouching 
essential to good advertising 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.1 


DISPLAY 
TYPESETTING 


plus rapid Block, Electro, Stereo and 
Matrix production. Advertising 
Agents please write for Type List. 


EADON ENGRAVING, 
SHEFFIELD | Telephone 291769 


PROCESS ENGRAVERS 


P, 1notography 


leading the way 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OUVSREN MOUSE 
Giascow 


CLYDE 67. 
CITY 6061-8 
uenan GLASGOW” ¢ 


PRINTING TRADE 


COUNTRY RATES 


Luffis Printers 


SMALL JOURNALS 
AND COMMERCIAL 


High St., SLOUGH 20037 


COMMERCIAL AND 
R PHOTOGRAPHERS 


Esto 1917 


Gadbold ple 


(Printers) Led, 


FIRST-CLASS 
PRINTING, AT THE 
KEENEST PRICES 


CATALOGUES 


14! 143 Plashet Road, Upton Pa 


London, E13 


PHOTOGRAPHERS MISCELLANEOUS 


YOUR FILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 


STUDIO VERNON & TELEVISION 
TITLES. 


artists’ 


choose 
VINCI 
| vincr | brushes 


Ask your dealer for VINCI brushes or 
write = By 

. Brush Co. Led., 
51 Se. Geapheat * Gdns., London, W.2 


ANEQUS 
Marabu 


(Marabuwerke A.G. 
—W. Germany 


RETOUCHING COLOURS 


for Positive and Negative 
Photo Retouching. 
6 Shades of Cool Grey 
6 Shades of Warm Grey 
Matt and Glossy Black 
Brush & Airbrush White 
Negative Opaque Red 
Opaque Vermillion 
10 ccm. TUBES I/l1d. 
Semi-moist button colours 33 mm. dia. 9d. 
LANGFORD & HILL LTD. 
9 WARWICK STREET, LONDON, W.! 


DESPATCHING 
SHOW CARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1I 
CAN 246) 


CUT-OUT LETTERS 


Cut-out relief lettering in 
15 distinguished Types 
ready gummed, 

sizes 3/16" to 12 


MARABU 


PUNT 


LONDON INDUSTRIAL ART LTD. 


3 All Saints Road, London, W.1T. 
Tel. PARK 9431 4 
lh 3 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 

PRINTERS 
SUPPLIES 


GEORGE HALL'S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 


| 
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TYPOGRAPHY IN 
ADVERTISING 


—continued 


An advertisement is 
an advertisement 


is an advertisement 


This advertisement- —which ap- 
peared in “Advertiser's Weekly” 

on behalf of the Charles W. 
Hobson agency—has been picked 
out for special praise by Scriptor. 


with an obviously profession- 

ally designed insertion using 

Chisel, condensed sans seven, 

Garamond, Garamond Heavy 

and Gill Extra Heavy. 

The inter-relationship between 
all these faces and their respective 
roles was really competently 
handled within the framework of 
a cut-out tint border. 

The text setting could be im- 
proved by less arbitrary spacing 
out to its narrow measure, but in 
general terms this is the only 
banker's advertisement in this 
Economist issue which gives the 
impression of fairly representing 
the business attitudes and 
methods of its sponsoring com- 
pany. 

The care and attention devoted 
to the copy-writing and typo- 
graphy of “Sits Vac” advertise- 
ments in the advertising field 
represents a comparatively recent 

@ Continued on page 34 
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IRON MONGERS 


Inerease turnover without increasing steck? 
Brass, Goppet, Bronze, 


Aluminium, Aluminium Alloys 
ROG, TUBE, SHEET, —— ANGLE, CHANNEL, 


We can help you FROM STOCKS — 


Any quantity—mo manner how «mall Lost 

of 3000 stuck Sites sent on request Urgent 

deliveries cemt ( your customers direct 
under pian Label 


H. ROLLET & C? L® 


MOANE Mes 


OR TOUR VEamest BRANCH AT 


UVERPOOL « SiPUNGHAM « MAMCHEDTER « 
Seewrwrert ET Cae OE Cente, We 


How did this advertisement come 
to be designed like this? Scriptor 
would very much like to know. 
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ADVERTISER’S WEEKLY 


TYPOGRAPHY IN 
ADVERTISING 


—continued 


phenomenon born of today’s 
“sellers’ market” in talent and 
experience. Week after week 
these pages provide examples of 
ingeniously conceived “help 
wanted” items that are obviously 
intended to sell not only the jobs 
but the desirable attributes of the 
agencies advertising them. 

But once again it is one of the 
“old masters” 
game who has taken the lead with 


a seemingly effortless leap ahead | 


of the field. 
Excellent example 


The Charles W. 
June 15 issue of ADVERTISER'S 
WEEKLY is a worthy reflection 
of this company’s effective leader- 
ship in the typographic field for 
the past 25 years or more and 
of its pioneer role in the crystalli- 
sation of fashions that remain 
fashionable—after their imitators 
have forgotten them. 

This advertisement deserves 
to become “required reading” 
in every young typographer's 
indoctrination — syllabus. Its 
obvious merits lie in the con- 
viction of its unhurried, un- 
crowded air of “tailored to 
fit” and its deceptive simplicity 
without loss of visual variety 
and contrast of texture. 

Note, for example, the cun- 
ning switch from Baskerville to 
Plantin 110 in the text composi- 
tion. But even more significant 
still are the lessons to be learnt 
from its negative qualities—the 
obvious things it fails to do. 

Given a main headline in which 
one word is repeated three times, 

@ Continued on page 35 


Sweet ey | | 


A new display box by the Design 
Group Ltd. for Mayfair Products 
Ltd. shows a clean, modern 
approach to a traditional theme. 
Distinctive branding for the 
same “Vanity Fair’ is achieved 
by the use of decorative white 
and black letters on a brilliant 
cerise panel; 
a light blue and the figures in full 
colour. The sweet wrappers are 
also redesigned in a harmonising 
colour scheme. 


of the advertising | 


Hobson | 
agency’s full page insertion in the | 


the background is | 


PHOTOGRAPHERS 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 


295 Camberwell New Road 
London, S.E5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Disol 
and Exhibition 


PHOTOGRAPHY FOR ADVERTISING 


OWDEROY 
“AND MOSS 


JOHN COWDEROY, A.R.P.S. 
GEOFFREY MOSS, A.R.P.S. 


25 MANCHESTER SQUARE, W.1 


HUNter 9911 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone : FRO 1018, 1019 

Photographic Illustration Ltd 

85 Cromwell Road, S.W.7 


x. R, 
E. P 
RD H, 
R. Cc 
commencia «= Ag 
& INDUSTRIAL E 
PHOTOGRAPHERS 


65 FLEET ST.. LONDON, £.0.4. Tel: FLEET STREET 4173 
26a BREWER ST., LONDON, W.1. Tel: GERRARD 2230 


€ LILYWHITE LTD. 


Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000000 


az <o 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


Aucust 3, 1956 


COMMERCIAL ARTISTS 
AND RETOUCHERS 


EsTD 1917 


23, WEST SMITHFIELD, E.C 


R. FOX L” 


OF HAMPSTEAD, N.W.3 


ENLARGING 


is OUR 


BUSINE 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


ENLARGEMENTS 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London. 3.£./ 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 
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AuGusT 3, 


See Ware about 
Publicity Pictures 


with a news angle 
AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (ot paacs) LTD. 
28s Basinghall St. Londen. £.C.2 
hie eed ee 


SILK SCREEN SERVICES 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 


SHOWCARDS + POSTERS 
WINDOW BILLS + CUT-OUTS et 


SILK SCREEN 


Jane | 
LETTERPRESS 


| eee 


la powerful combination for | 
| long or short runs of colour | 
printing. Any Material | 

| 


| OBBLISK PRESS& SIGNS LT 


Place, London, S.E.13 | 
Lee Green 6133/4 


| Myron 


ADVANCE 
PUBLICITY» LTD 
GERRARD 8236 


——= SHOWCARDS =— 
—S POSTERS DISPLAYS =— 
VT ae 


—— SCREEN PRINTING =— 
= «Kner 


— —— 


= 3-STAR SERVICE — 
— QUALITY- SPEED-LOWCOST = 


149, WARDOUR STREET. LONDON. W! 


H. J, Ryman Ltd., long es-_ 
tablished in the West End 
as Stationers & Printers, 
now operate a quality 
Silk Screen department, 
specialising in high class 
showcards and window 
display material. Estim- 
ates are submitted 
promptly. Phone Museum 
8773 or write to (Silk 
Screen Dept.), 6, Great 
Portland Street, W.1. 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 
SILK 
SCREEN PRINTING 


Lorge or small quantities 
on any materio/ 


ENT 
RAYSIGN WORKS 
DURHAM ROAD, LONDON, N.7 


W.c. RAYM 


cOomPran 


ARCHWAY: 252i 
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When next 


ou have 


a QUALITY job 


PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


© MULTIPLE DISPLAYS 
© SHOWCARDS 
© CUT-OUTS , Etc 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP 4178 & 5771 


“eee 
cone 


NEW CROSS 3168 
STICKERS 
P.V.C. 
BANNERS AND 
GENERAL SCREEN WORK 


EXCELLENT SERVICE 
THOMAS RYAN (pnrens) LTD. 


133a Peckham Hill St. S.E.15 
NEW CROSS 3168 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
— NORTH 3327-8 — 


POSTERS (all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


34, Merton Rd., London, $.W.18 
Telephone: VANDYKE 6860 


Z 
1] HYPNOCOLOR 


Aimed, 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Or, Johnson"s Heuse) 
Telephone: CITY 2787 


ADVERTISER'S WEEKLY 


SILK SCREEN SERVICES TYPOGRAPHY IN 


ADVERTISING 


—continued 

few typographers with conven- 
tionally conditioned reflexes 
would resist the temptation to 
mark it for caps or bold face or 
other distinguishing emphasis. 

Yet Hobson's typographer, 
doubtless conditioned by contact 
with “the man at the top” whose 
unorthodox gimmicks of the 
1920's are now conventional 
practice in agency typography, 
could * see that the eccentric 
spatial relationship of the three 
repetitions would provide suffi- 


| cient emphasis without variation 


of face. 
Worth some study 


This is, in truth, advanced 
postgraduate advertising typo- 


| graphy in action for all to study 
, and admire and emulate—even 


| Show of creme | 


| makers of Nivea Creme. 


before reading the copy, which 
provides more than one clue to 
the foundations of the Hobson 
long-standing influence in the 
agency typographic field. 

A thoughtful correspondent— 
H. E. Turner of Romiley, Che- 
shire—has kindly supplied a page 
from the May issue of ‘Jron- 
mongery & Hardware containing 
the advertisement of H. Rollet 
ee Ltd., reproduced on page 


Its use of one of the least 
revivable of the 19th century 
horrors for three of its main dis- 
play lines might charitably be 
accepted as deliberate were it not 
for the use of Rockwell and Gill. 
But its pecularities of alignment, 
though strictly contemporary in 
essence, are scarcely sufficiently 
deliberate to carry conviction. 
Clarification from the advertiser, 
and/or his agent, would be very 
welcome! 


This attractive (and very topical) 
wire display stand has recently 
been designed and manufactured 
by Displaywork Litd., for the 
It has 


| been stove enamelled primrose 
| with a front plate silk screened 


in one colour. 
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THIS WAS A CARLTON PHOTOGRAPH 


48-SHEET POSTER FROM EKTACHROME 
AGENCY: J. Walter Thompson Company Ltd. 
ART DIRECTION: F.N. Colwell 


ADVERTISER: Crosfields (C.W.G.) Ltd. 


AucustT 3, 


1956 
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THE GRAPHIC ARTS 


—2 weekly news survey 


Binding competition offers cash 
prizes—for craft students 


A first prize of 20 guineas will b: 
awarded in the Thomas Harrison 
Memorial competition, which will 
be held for the first time next year. 
Those eligible for the prize must be 
students of craft bookbinding in 
Great Britain or Northern Ireland 
who have not reached their 26th 
birthdays by March 26, 1957. A 
second prize is also open to the 
same students. 

A third prize of 10 guineas is 
restricted to any student who has 
not reached his or her 21st birthday 
by March 26, 1957, and the fourth 
prize of five guineas is open to any- 


BFMP EXAM 
RESULTS 


Names of the successful candi- 
dates in the British Federation of 
Master Printers’ 24th annual 
costing examinations and the 
fourth annual estimating exam- 
inations, held in May, have been 
announced. 

Of the 203 candidates sitting 
for the costing examinations, 63, 
or 31 per cent, passed. In stage I 
one candidate gained an honours 


pass and 19 were highly com- 
mended. Two candidates were 
highly commended in the 


stage II examination. 
Overseas results 


These figures exclude one of 
the overseas centres, the results 
of which will be announced later. 

In the estimating examination 
164 candidates sat and 38, or 23 
per cent, were successful. Three 
candidates in the stage I examina- 
tion and one candidate in the 
Stage II] examination were highly 
commended. 

The honours pass in stage I of 
the costing examinations was 
obtained by Werner Bernhard 
Borman, of Peterborough, who 
studied by correspondence course 


one not eligible for the 
other awards 
Details of entry for the competi- 


tion are as follows: 


any of 


One binding only may be sub- 
mitted, which shall be the 
entrant's own work in_ its 
entirety. Edge gilding carried 
out by another hand may be 
allowed and must be stated 
as such 


Work submitted for the competi- 
tion must have been carried 
out during 1956 and up to 
March 26, 1957 

Entrants will be expected to sub- 
mit a statement giving full 
particulars of the tuition in 
craft binding they have re- 
ceived and in the case of a 
trade student to give their 
industrial experience. 

Entrants may submit a statement 
giving any information they 
wish concerning choice of 
book or design. 

Entrance forms will be distributed 
to all schools and colleges where 
craft binding is taught and may also 
be obtained from the honorary 
secretary, Thomas Harrison 
Memorial Fund, H. A. de Coverly, 
19 Aberdeen Road, Dollis Hill, 
N.W.10. 


Conference for 
employees 


A week-end conference, on August 
18 and 19, consisting of a series of 
technical lectures, is to be sponsored 
by V. Siviter Smith and Co., Ltd.. 
Birmingham photo-engravers, for 
their employees. The firm will pay 
wages to the men who attend the 
conference. 

The lectures will be given by the 
firm's research manager and will be 
addressed to all the engraving, art, 
photographic and office staff of the 
firm. 

The reason for the conference, 
state Siviter’s, is that there are 
limited chances for journeymen to 
keep up with all the new techniques 
now available 
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Brown Knight & Truscott Ltd.'s new retouching department: 
cubicles for the artists and grouped 


ADVERTISER'S WEEKLY 


Separate 
“wet equipment down the centre. 


‘Dream’ studio for BKT retouchers 


Brown Knight & Truscott 
Ltd., London printers and litho- 
graphers, have designed and built 
a New retouching department. It 


has been described by visiting 
lithographers, say the firm, as 
“out of this world.” Incorpora 


ting the best features of British. 
American and Continental lay- 
outs, it is the result of a five-year 
study by H. G. Murrell, BKT’s 
lithographic director. 

In 1951 he visited America as a 
member of the Litho Productivity 
Team. He was greatly impressed 
by the thought and planning 
which had been put into the best 
of the retouching departments 
visited by the team. 

But Mr. Murrell felt, however, 
that even the best of the Ameri- 
can retouching departments could 
be improved, and, upon his return 
to this country, set about design- 
ing what he considered to be the 
“ideal” layout. 

The result gives each retouche: 
an individual curtained cubicle 
set at right angles to the windows. 
Desks are 8 feet by 4 feet 3 inches 
overall, with an adjustable light- 
table let into the top. Lighting 
is by fluorescent strips under a 
sheet of opal perspex, with vari- 
able intensity. The working top 
is covered with Formica 

Outside the line of cubicles. 
down the centre of the room, are 
stainless steel sinks, cascade 
washers and “wet” light-tables 

The overseer’s office, situated 


Two hundred and fifty meals can be served at one 
Kearns Ltd., London printers. 
double rhe size of the previous canteen. 
tables for four are used with upholstered chairs. 


On social occasions the capacity of the canteen is estimated at between 450 and 500 people. 


sitting in this 


new 
The floor area, including the kitchen, is approximately 4,000 sq. ft., more than 
To add to the restaurant-like comfort of the canteen, individual 

There is also a bar and a stage, complete with dressing rooms. 


canteen at Keliher, Hudson and 


in the centre of the room, con- 
tains two desks: one for adminis- 
trative purposes, one for tech- 
nical work. 

A colour passing booth, with 
access from both the retouching 
department and litho press room, 
is at one end of the department. 


“New space calculator 


Recently published as a six- 
page folder on a cloth-centred 
board is an ingenious Type-matter 
and Space Calculator. Claimed 
to be an asset to printers, esti- 
mators, authors and lay-out 
artists, it gives, in percentages, 
space gained or lost through re- 
setting type in different sizes. 

Employing a range of type 
founts from 5-point to 12-point, 
it shows the percentage in all 
cases of: the additional space re- 
quired when matter is reset in a 
larger fount ; the amount of space 
saved when matter is reset in a 
smaller fount; the additional 
matter that can be accommodated 
when reset in a smaller fount ; 
and the amount of the original 
matter that can be accommodated 
when reset in a larger fount. 

Priced 2s. 6d. (by post 2s. 8d.), 
it is published by Henry B. Dean. 
72 Faversham Avenue, Bush Hill 
Park, Enfield. Middlesex. 


Warehousing service 


Warehouse Services Ltd. is the 
name of a new company formed 
to give printers and advertising 
agents a comprehensive “after- 
print” service. With works at 
High Street, Wealdstone, Middle- 
sex, the firm will provide the 
many processes necessary after 
the printed sheet has left the 
printing machine. 

Punching, folding, perforating, 
gathering, inserting, stitching, cut- 
ting, gumming, mounting, framing, 
eyeletting, numbering and pack- 
ing are some of the operations 
Warehouse Services undertake. 

Equipped with new machinery 
of the latest type—folding 
machines, for example, being 


fitted with electronic counters— 
the company will aim to serve 
the smaller printers who do not 
have adequate warehousing facili- 
ties of their own. 
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ADVERTISER'S wi EKLY 


I'VE A NOTION 

for promotion that's 
sensational- 
original- 

perpetual- 

and very economical! 
ROTAIRS from the 
Miles Griffin Co.Ltd., 
4, Seaton Place, 
Hampstead Road, 
London, N.W.1. 
EUSton 7411. 


TV SALES CHIEF 


Es David Burry, Northern sales 
manager of ABC Television, the 
first commercial television advertis- 
ing man to appear as a panel chair- 
man? Mr. Burry, who is well known 
as an amateur actor in Manchester, 
will preside over the “Let's Eaves- 
drop” panel to be tried out next 
Saturday afternoon, August 11. 

\ panel of four—two celebrities 
and representatives of the “man and 
woman in the street” —will be shown 
a short enacted scene, leading up to 
a certain phrase. The audience will 
be shown the rest of the scene, but 
the panel will have to guess what 
follows. 


Another boatman 


WORE and more people | come 
across nowadays seem to have 
something to do with boats. One 
such is Bosworth Monck, who has 
been elected to the board of Spicers 
Ltd., after having been technical and 
development adviser to the group 
since March, 1954. Mr. Monck’s 
principal recreation is ocean yacht 
racing, and he 
-iS a frequent 
member 
generally navi- 
gator—of the 
crew of Sir 
Michael New- 
ton’s “Favo- 
na,” an out- 
standing small 
ocean - racing 
yacht of the 
post-war 
‘ears. 

During - 
war 
Monck held 
many import- 
ant appoint- 
ments both at 
home and abroad, finally ending up 
in the Cabinet Office as secretary to 
the deputy chief of staffs’ committee. 
He is the author of a travel book 
about Central Asia and a recent 
publication on How the Civic Service 
Works. In 1954 he gave a much- 
discussed paper to the British Asso- 
ciation on the eclipse of the engineer 
In management. 


Bosworth Monck 


Experienced 
film-man 


A FTER nearly 10 years as Shell- 
Mex and BP's film _ producer. 
Geoffrey Barkas wil! shortly leave 
that company to join Random Film 
Productions, makers of industrial 
documentary, sales promotion, and 

V advertising films. 

Before joining Shell-Mex and BP, 
Mr. Barkas was for 18 years in 
entertainment film production. 
Beginning in 1920 as a cameraman. 
he graduated successively as 
director-cameraman, writer, cutter, 
director and associate producer. 

He has filmed in Britain, Holly- 
wood, Canada, Malta, Egypt, India, 
West Africa, the Union of South 
Africa, and South America. Among 
the feature films, famous in their 
day, on which his name appeared 
are “Q-Ship S, “Palaver.” “The 
Somme,” “Tell England.” “King 
Solomon's Mines,” and “Rhodes of 
Africa.” In 1925 he travelled for 
seven months with the Prince of 


IN PANEL GAME 


Wales as his official cinemato- 
grapher throughout the Royal Tour 
of West and South Africa and South 
America. 

During his service with Shell-Mex 
and BP he has produced more than 
50 documentary or specialised films, 
four of which gained festival awards 
or other distinctions 

Random Film Productions 
duced the popular Shell TV 
“Discovering Britain.” 


* * * 


i LEARN that an outstanding per- 
formance as Feste in the National 
Trust presentation of “Twelfth 
Night” at the Polesden Lacey open- 
air theatre was given by Ronald 
a er television art director of 
I Benson Lid who also 

Sided the stage set 

An annual Shakespeare produc- 
tion at Polesden Lacey is a tradition 
established by residents of nearby 
Great Bookham, and Mr. Kirkwood 
has on several earlicr occasions 
played leading parts 

The local committee organising 
the affair on behalf of the National 
Trust included among its members 
John Perry, advertisement manager 
of House & Garden, and Arthur 
Savage, an information officer at the 
Board of Trade. 


pro- 
series 


Writing for the ear 


Copy written for printing is seldom 
suitable for speaking. That at least 
is the opinion of actor Gordon 
Morrison—and few people can have 
had such a variety of experience in 
speaking for film, radio, and 
advertising as he. Commercials must 
be written for the ear, and not for 
the eye, he insists. And because he 
believes that there is much more to 
compering a 
commercial 
than merely 
announcing or 
reading it, he 
prefers to con- 
sider his job 
as that of an 
interpreter. 

Mr. Morri- 
son wes on 
duty on the 
opening night 
of Independ- 
ent Television 
News, and 
commentated 
the first com- 
mercial to be 
shown on the 
in Birmingham and 
again in Manchester—the special 
* prestige” filmlet for Cadbury called 

* The Bourneville Story.” He tells 
me that it involved using what he 
calls (to himself) his proud voice. 

A list of the products he has 
* interpreted * would take up far too 
much of my space 

Since April last he has been one 
of the voices behind the five-second 
spots transmitted by Associated- 
Rediffusion live with slides ; on the 
radio he has been playing “ David” 

. Dale’s Diary” since 

1953; on TV he was in 

* Escaper’s Club ™ series ; and 

his latest film, “ X the Unknown” 

(in which he is a reporter), has yet 
to be released. 


Gordon Morrison 


opening night 


Avoust 3, 1956 


It is rumoured that a condition of 

Colin Bryan’s appointment to the 

board of Artist Partners Lid. is that 

he shall visit the barber at least 
once a month, 


* * * 


Prime headache 


A PROOF seader’s nightmare, the 
largest number ever published. 
occupying 15 lines of close type, 
will be one of the many new fea- 
tures in the new, bigger and better 
edition of The Guinness Book of 
Records being published next 
November. It is, in fact, the largest 
known prime number (that is, onc 
without any factors) recently vert- 
fied on an electronic brain at the 
Cambridge University Mathematical 
Laboratory. 

The Book Centre have already 
opened a dues list for the second 
edition of this encyclopedia of 
superlatives, which must surely rank 
among Britain's top-selling reference 
books. I learn the new cdition, 
which will have many new records 
besides up-to-the-minute revisions on 
the old ones, will run to 272 quarto 
pages —. will retail at 9s. 6d. 

*x o 

On his return recently from an 
extended trip in the Middle East. 
Greece and Italy, Roy Charterton, 
Erwin Wasey & Co., Ltd.'s, export 
manager, makes the claim that the 
information he obtained on this and 
other trips puts his agency in the 
category of Middle East advertising 
experts. 

*I actually persuaded some Arabs 
to give us a fairer deal than they 
gave themselves! he told me. 

The purpose of the visit was to 
make contact with local agencies 
and leading media personalities and 
to investigate existing advertising, 
media arrangements and marketing 
potentials for Erwin Wascy clients. 
The trip was undertaken on behalf 
of several clients and for the specific 
purpose of obtaining up-to-the- 
minute information for the agency's 
export department. 


CONTACT 


WEEK'S WISECRACK 


~ 


“Is there any truth in the 


story that they are chang- 
ing the product’s name to 


Lakerzade ?” 
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PUBLICATIONS IN THE NEWS 


Special export 


journal 


To help the country’s export 
drive, Benn Brothers Ltd.. publishers 
of the Hardware Trade Journal, 
have brought out a special pub‘ica- 
tion called The British Hardwarc 
Exporter. Ai present it is not pro- 
posed to make this a regular publi- 
cation. The Exporter has a print 
order of 12,500, of which 11,000 
will be sent to overseas buyers and 
1.500 to merchant shippers and ecx- 
porters in the United Kingdom. 
Manufacturers, merchant shippers 
the Board of Trade and the HTJ's 
own 8&4 agents overseas are co- 
operating in distribution. 


* * * 


A campaign using double-crown 
posters for The Londoner has 
begun on London Transport sites 
on the Underground and the backs 
of buses throughout the London 
area, and also at bookstalls in 
London and the provinces. 


- * * 

A page advertisement in all 28 
editions of the August issue of 
Reader's Digest advertises the 
Universal International film, “Away 
All Boats.” This is said to be the 
first time a film. company has used 
the magazine to this extent. 


Subscription drive 


An intensive subscription drive 
for Newsweek European initiated 
this year has so far produced 5,500 
new subscriptions. Estimated circu- 


lation is now over 40,000. Adver- 
tisement revenue from European 
sources shows an _ increase of 


$33,442 or 35.05 per cent over the 
figures up to July I last year. 


* * * 


Two more Good Housekeeping 
gravure booklets will be published 
later this month at Is. 6d. They 
are Continental Cookery and Cook- 
ing for Children. 


In an cight-page preview Picture 
Post this week feature the photo- 
graphic exhibition, “The Family of 
Man,” which it is sponsoring (to- 
gether with the United States In- 
formation Service) at the Royal 
Festival Hall, August 2-31. 

+ * ¥ 

Cats and Kittens has ceased pub- 
lication with effect from the July 
issue. 

* * + 

The 1957 edition of the Parents 
Family Holiday Guide (on sale 
January 1) will be in crown quarto 
size, with a_ slightly narrower 
column. There is no increase per 
single column inch rate in spite of 
the fact that the sale has gone up 
from 13,595 last year to 24.263 for 
the first half of this. 


Biggest ever 
The September edition of RAF 
Flying Review, the Farnborough 
Number, will be the biggest yet pub- 
lished. It will be of 112 pages and 
will carry 63 pages of advertising. 
* + * 


Day of sale of Link House's 
Light Craft will be in future the 
1Sth of the month, commencing with 


the September issue, on sale 
August 15. 
* + 
The seventh 1956 issuc of The 


Ambassador features British cottons. 
The year’s achievements in styling 
design and finish are reviewed. 

* 


* 

Parents Magazine will be cxhibit- 
ing at the first Hulton’s Boys & 
Girls Exhibition at Olympia, August 
28 to September 8. On the stand, 
demonstrators will show “ heatless * 
cooking in a simplified form. 

+ 


os a 
Popular Handicrafts’ Sepiember 
issue will be a _ special enlarged 
Exhibition number, for the 4th 
International Handicrafts, Home- 
crafts & Hobbies Exhibition, at 
Olympia. It will include several 
Exhibition features. 
a * * 
In the September issue of Handy- 
man will be features on building a 
brickette fireplace, preventing and 


curing damp walls, piano first-aid. 
repairing a 
methods. 


roof, and graining 


An artist's impression of one of the two, TV Times stands in part of the 
bit « lio § v, 10 22-Septem- 
Copies of “TV Times’ will be available to visitors on the stand, 


which is part of the magazine's sales drive. 


ITV exhibit at the Radio Show, to be held at Olympia, August 


ber 1. 
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“Speed Knitting’ is the title of a 

pull-out suppleMent which will be 

included in the September issue of 

Home. [1 will give instructions for 
ten designs. 


* * * 


The price of Poultry World was 
increased from Sd. to 6d. with effect 
from yesterday's (Thursday) issue. 
There has also been a 20 per cent 
increase in the basic rate for facing 
matter advertisements. 


* * + 
The September issuc of True 
Story will include knitting instruc- 
tions for party-going “separates” 
made from wool-with-tinsel yarn 
and recipes and menus for 2Isi 
birthday celebrations 
* * * 
The August issuc of Trout & 
Salmon contains a special section 


giving reports on and prospects for 
the principal waters. 


"COLOUR PRINT 


ADVERTISER'S WEEKLY 


We Hear 


Extra premises have been iaken 
by Spottiswoode Advertising Ltd., 
at 86a Brook Street, W.1, for their 
press, accounts, voucher and over- 
seas departments. 

* * * 

Newman Neame Lid. have pro- 
duced a centenary commemorative 
booklet for Smith and Nephew Lid.. 
the manufacturers of Elastoplast and 
Nivea products. 

: * * 

The Times Pictorial is to sponsor 
a swimming race across Dublin Bay 
a distance of about cight miles, fer 
a challenge trophy. The race will 
take place in September. 

* * * 

A new edition of the Prestwick 
(Ayreshire) holiday guide book is 
to be published by W. A. Woolward 
& Co., Edinburgh. 

oe * * 

Jessica H. Maxted Lid. have been 
appointed public relations consul- 
tants to Morphy-Richards Ltd. 

* * 7 

A few copies are still available of 
the May issue of the journal of the 
Advertising Association, which was 
devoted to “A Practical Guide to 
the Promotion of Exports,” edited 
by Roger Falk. 

* * * 

Kenneth Pitt Associates have been 
appointed to handle public relations 
for the current tour in Britain 
of American singer Mel Torme, 
known as the “Velvet Fog.” 

* * * 

Public relations for Fethaware. 
the modern plastic kitchen ware, is 
being handled by Elizabeth Ander- 


son. 
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Minister seeks 
mayors’ help in 
safety drive 


In the first approach to borough 
councils that has ever been made 
by a Minister of Transport to 
secure backing for a Road Safety 
Campaign, Mr. Harold Watkinson 
has asked Britain's thousands of 
Mayors to give “a prominent 
showing” to a “Mind that Child” 
campaign, due to break on Wed- 
hesday, September 5. 

The campaign, the spearhead 
of which consists of six posters. 
is designed to appeal to the adult 
person's sense of responsibility 
for children. 

In his letter to borough councils 
the Minister stated that he was 
“particularly anxious” that large 
posters and well-chosen sites 
should be utilised for the cam- 
paign, so that maximum impact 
would be obtained. 

The six posters have a photo- 
graphic approach, decided upon 
by the Royal Society for the 
Prevention of Accidents and 
Digby Wills Ltd. 

The visual link connecting the 
whole campaign, from posters to 
shopping bags, leaflets to drip- 
mats, is a large hand bearing the 
“Mind that Child” theme. 

Photographs were taken by 
Ken Ross-Mackenzie in the 
studios of Max Rayner Photo- 
graphy, Ltd. 


BRAINTREE 


ONGAR 


One of the display cards being used by British Overseas Airways for the 
new cheap 15-day tourist class return fares which start in October. 


Newspapers, magazines and posters 
included in Radio Show schedule 


Publicity and advertising for the 
National Radio Show, Earls Court, 
August 22 to September 1, will soon 
be reaching its peak. 


Caricature faces, by Emmwood 
again, of famous entertainers of 
BBC television—and this year, for 
the first time, of ITV—will appear 
in press advertising in national 
dailies, children’s papers, London 
railway and underground hoardings. 
and on buses, etc. 


There will be a Series of advertise- 


vA 


WITHAM. 


A Z 


The Essex €C 


London Office: 80 FLEET STREET, E.C.4 Tel. CENTRAL 7500 


MA LDON . 
CHELMSFORD : 


go 


98 HIGH STREET, CHELMSFORD Tel. CHELMSFORD 4631/2 


ments, including 11 inch triples, in 
the London evenings during the 
period of the exhibition. 

Seven national dailies will each 
carry a single display advertisement 
including eight inch double-columns 
on the leader pages ot the Daily 
Express, Daily Mail, Daily Herald 
and News Chronicle. Children’s 
paper advertising includes a page 
in the Boys’ Own Paper. The front 
cover of the London Weekly Diary 
of Social Events will also be used. 

Earlier a campaign was carried 
out overseas. This consisted of 
page advertisements in two issues of 
selected trade and technical publica- 
tions in Australia, South Africa, 
New Zealand, India, Denmark 
Sweden, France and Italy. 

The schedule was prepared by 
Rumble, Crowther and Nicholas 
Ltd., under the direction of the 
public relations committee of the 
Radio Industry Council. 
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Part of Pfizer 
account moves 


Pfizer Ltd. have appointed 
Ripley, Preston & Co., Ltd., 
London, to take over the agri 
cultural and chemical divisions 
of their account. Rip!ey, Pres- 
ton will also handle the Pfizer 
division of Boehringer Pharma- 
ceuticals. Both these appoint- 
ments will date from Septem- 
ber 1. 

Napper, Stinton, Woolley Ltd. 
will continue to be responsible 
for Pfizer pharmaceuticals. 


Wide coverage for 
Ministry drives 


The Ministry of Pensions and 
National Insurance has an adver- 
tising campaign running in national 
dailies, Sundays, London evenings, 
provincial dailies and evenings, and 
Welsh and Scottish mornings and 
evenings announcing the changes in 
family allowances. 

A second campaign dealing with 
revised allowances will appear in 
mid-September using similar media 
plus the Radio Times. And a third 
campaign, concerned with the re- 
newal of Milk Token Books, will 
start late in September using 
national Sundays, London evenings, 
provincial, Welsh and _ Scottish 
mornings, One provincial Sunday 
and one Welsh national weekly. 

Agents are Armstrong-Warden 
Ltd. 


Women’s drive for 


rug outfits 


The C. Q. Wool Co. Lid., manu- 
facturers of rug outfits, are to run 
an increased autumn campaign 
using large spaces in Radio Times, 
Woman, Woman's Own, and leading 
popular magazines. Agents are 
S. C. Peacock Ltd. 


|CURRENT ADVERTISING AT A GLANCE 


Accounts 

SCIENTIFIC INSTRUMENTS 
LTD., optical equipment manu- 
facturers ; SCOTTISH DISTRIBU- 
TORS, LTD., general merchants 
and shippers. Accounts for Nigel 
Rainbow and Partners Ltd. 

. G. HYDE & CO., LTD., 
manufacturers: ESSEN 
KITCHENS LTD., fitment manu- 
facturers ; THE MILFORD 
STEAM TRAWLING CO.,, quick 
frozen food. Accounts for D. H 
Brocklesby Ltd. 

CHAMBERS OF SUTTON LTD,; 
FRANCIS BARNETT LTD. 
Accounts for Willington Adver- 
tising Ltd. 

PFIZER LTD. egickes 
chemical divisions) and BOEH- 
RINGER PHARMACEUTICALS 
(Pfizer division), for Ripley, Pres- 
ton & Co. Lid 

SWAN PENS, for C. J. 
(Advertising) Ltd. 

BRITISH TABULATING 
MACHINE CO. LTD. for 
Mather & Crowther Ltd. 


Campaigns 
EVER READY CO. (GREAT 
BRITAIN) LTD., using national 
and provincial Sunday press for 


Imet 
IAL 


and 


Lytle 


new radio. (Greenlys Ltd.) 

BEREC RADIO LTD., using radio 
trade press for Ballerina and 
Calypso radios. (Greenlys Ltd.) 

RADIO SHOW 1956, using news- 
papers, magazines and transport 
posters. (Rumble, Crowther and 
Nicholas Ltd.) 

PINAUD 612 MASCARA, using 
underground cards and posters. 
(Tibbenham Publicity Lid.) 

NATIONAL SAVING MOVF- 
MENT, using national dailies and 
financial magazines and posters 
for the mew Tenth Issue Savings 
Certificates. (T. B. Browne Lid., 
W. S. Crawford Ltd., Alfred Pem- 
berton Ltd. and Rumble, Crow- 
ther and Nicholas Ltd.) 

SILICONE MANSION POLISH, 
using national and trade press. 
(Dixons West End Advertising 
Agency Ltd.) 

c. Q. WOOL CO., LTD., 
Radio Times, Woman, 
Own and popular 
(S. C. Peacock Ltd.) 

MINISTRY OF PENSIONS & 
NATIONAL INSURANCE, 
using national dailies, Sundays, 
London evenings, provincial 
dailies and evenings, and Welsh 
and Scottish dailies and evenings. 
(Armstrong-Warden Ltd.) 


using 
Woman's 
magazines, 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per line, 45 a 
GEORGE NEWNES APPOINTMENTS WANTED, 3s. 64. per line, 40s. per Gute 5 mo gas = All Se. 


classifications, 4s. 6d. per lime, 50s. per display panel inch. Minimam, 3 lines. Box 
PU BLICITY No. charge, one line plus Is. covering postage, etc. Series rates on application : all AG ENCY MAN 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


a ronmens nor 
LETTERING anno anne 
ARTIST ADVERTISING COPYWRITER 

Phone (Temple - 4363 Ext. |), or (MALE) ee aaa 


write Mr. E. = Publicity Studio ; d 4 , Box 4126 
eines mae st Required by The Permutit Company. Applicants 

Tower House, Southampton Stceet, must have experience of technical or industrial adver- Advertiser's Weekly 180 Fleet St EC4 

Serand, Londen, W.C.2. tising. Agency experience useful, but not essential. 

Age 25—40. 5-day week of 37} hours, Sports and 


YOUNG MAN with artistic experience | . 5 ‘ , OPPORTUNITY for bright young adver- 
required for Exhibition Design Work, Social Club, Pension Scheme. Please write, quoting tising man age 25/30, strong on copy, 
preferably with some Draughtsman reference TW/2 giving full details of age, qualifications in expanding Sales Promotion depart: 
experience, capable of making scale : ment of leading London Publishers 
models in cardboard. Good salary and experience to :- nee in — _,, Five-day 
offered. Please apply to Staff Manager, wee ension scheme lease state 
The Marley tik’ Co Lid. pre wl The Personnel Officer, experience and salary requirements to 
Road, Riverhead, Sevenoaks, Kent THE PERMUTIT CO. LTD., Box 4175 Ad. Weekly 180 Fleet St BC4 


Permutit House, 


EXPERIENCED iD co rm ACCOUNTS EXECUTIVE 
GEN ERAL ARTIST Chiswick, W.4. with sound national connection 


required by exhibition and display 


REQUIRED FOR STUDIO IN contractors. Write in confidence full 
COVENT GARDEN AREA details and salary required to Sales 
STILL LIFE ARTIST as assistant to COPY DETAIL MAN accustomed to Director 
Box 4133 oes manager — Duties operating press and block schedules, Box 4143 
or wi include line an half-tone aged 20/25, to work in one of our iter’ 
Advertiser's Weekly 180 Fleet St EC4 illustration make-up for photolitho group teams This post has good Advertiser's Weekly 180 Fleet St C4 
| reproduction and some copywriting prospects commencing salary £400 
ADVERTISEMENT REPRESENTA- and typographical experience essential £450 p.a Write fullest personal GREETING CARDS. Applications are 
TION required for London and Home Write, stating age, experience and details to Production Director, Ripley invited for two posts, Designer and 
Counties area by new Engineering salary required, to Preston & Co. Ltd., Ludgate House, Lettering Artist. Qualifications should 
Journal, growing fast and backed by Box 4174 Ad. Weekly 180 Fleet St EC4 107/111 Fleet Street, E.C.4 include a keen interest in Greeting 
first-class publicity campaigns. Com- ACCOUNTS CLERK required for allo- YOUNG VISUALISER with contem- Card design and marked proficienc 
mission basis Excellent prospects cating and invoicing Process and porary approach required by Publicity in style and execution. Apply wit 
Apply to Advertisement Director Printing charges State experience, Department for advertising layout, details of experience and exam les of 
Stating age, experience and present | etc., to Reid Walker Advertising Ltd.. window displays, etc. Must — high work to The Art Editor. . N 
representations | Effingham House, Arundel Street, standard of presentation. Wr Sharpe, Lid., Fine Art Publishers, 
Box 4176 Ad. Weekly 180 Fleet St EC4 | Strand, W.C.2 Box 4197 Ad. Weekly 180 Fleet ‘st EC4 Bradford, Yorkshire. 


= are a Member of the 
WHAT iS A DESIGNER ? Institute of Practitioners in Adver- 
, tising and have reached the stage in 
your career where you feel that your 
A Designer is a man (or woman) who can knowledge, ability and business- 
create an advertising campaign in getting capabilities should be 
co-operation with other people and develop it 
most effectively in its visual form. 

He has an eagle eye for detail and thinks 
broadly. He is flexible but stubborn. 

He has an astonishing knowledge of the 
possibilities of all media and he has 

never grubbed around in a mental rut 

in his very superior life. 

That is our definition of a Designer and that 
is what we want . . . a Designer. 


recognised by a seat on the Board, 
the Chairman of a fully-recognised 
London Advertising Agency would 
like to hear from you. 


Senior Executives of the Agency are 
aware that this important appoint- 
ment is being advertised. All replies 
will be acknowledged and, naturally, 
treated in strict confidence. 


If this is you to the life, you can 
have the salary you expect and pleasant 
working conditions. Please write to : 


Please write in the first instance, 
giving the fullest possible details 
about yourself to :-— 


THE SECRETARY, “ The Chairman,” c/o Rhys Roberts 
& Co., 5 New Court, Lincoln’s Inn, 


C. R. CASSON LIMITED, 6 ALDFORD STREET, W.1 London, W.C.2. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


Point-of-Sale and Exhibition 


GENERAL 


F ARTI ST - Specialists in S.W. London 
. SENIOR ADVERTISEMENT | 
REQUIRED Require 
| for Advertising Department of REPRESENTATIVE SALES 
bas large manufacturer with head- 
“ quarters in Hertfordshire. Appli- 
: cants should be capable of good EX ECUTIVE 
4 finished roughs and finished art- required by 
r work. The position offers the . P 2 
opportunity to work on a variety publishers of top-flight export journal with first class connections. 
of products and covers all aspects : P 
of advertising from press layouts A journal§with a considerable success story behind it already, and a very The right person can earn up to 
4 to exhibition stand designs. Please important future before it, has a vacancy for experienced and really £2,000 p.a. Write in strictest 
¢ ° in strict confidence, givin competent sales executive. He must know how to contact U.K. exporters . 
write, in s . A. shes. of industrial goods rather than consumer goods, and preferably know confidence giving fullest parti- 
full details of previous experience something of export markets. Above all, he should know how to sell 
and salary required to : space and keep up a steady monthly turnover. culars to Managing Director 
Advertising Manager, Applications will be treated in strictest confidence, and should give 
| details of career and present salary. This is a job for a man who is looking 
Box 4170 for an opportunity to get to the top. Box 4196 
Advertiser's Weekly 180 Fleet St €C4 Advertiser's Weekly 180 Fleet St EC4 
Box 4204 
Advertiser’s Weekly 180 Fleet St EC4 
YOUNG EXPERIENCED ARTIST re- SHORTHAND TYPIST required in 
quired for studio of multiple concern ‘ Advertising Department of large Agri 
Able to produce smart original — cultural machinery firm in the City 
for press advertisements and public) CAPABLE PERSON required to assist » JUNIOR GENERAL ARTIST wanted Working conditions and rates af pay 
pemsoggiees 8 amined ” —- generally in —— — | —. immediately in busy studio ot oan pon tee —_ Feleph res 
} - commercwl art an syndicauion ondon agency, where he or she will auran ension scheme. ephone 
Box 4179 Ad. Weekly 180 Fleet St EC4 Typing and attention to detail essen- work on layouts and finished drawings CLE 8422 
tial Some knowledge of production for a wide variety of accounts 3-4 
desirable Opportunity for someone years’ experience ts desirable in letter- 
ARTIST-RETOUCHER seeking varied and interesting post ing and typography, and/or still life, LETTERING /LAYQUT ARTIST 
Telephone Mayfair 0591 or write and/or figure and fashion "Phone | Ee 
: required who is used to good finished Box 4198 Ad. Weekly 180 Fleet St EC4 | Mr. Stou, HYD 2765, for appoint- | REQUIRED 
s work on national accounts and would ’ - ment for studio of London Agency. 5-day 
like to do such work in congenial YOUNG PRODUCTION MAN wanted | SECRETARY to International Exhibi- week. Holiday arrangements hon- 
surroundings. = —s cap Ih aga ne tion Organiser required Ability to oured. Please write to 
; : ., 145, ford ave had agency experience idea work on own initiative essential. Write 
ee See 2, SS -_ opportunity to learn and progress Stating age, experience and salary Box 4045 
: Harwood Press (Advertising) Ltd.. | required Advertiser's Weekly 180 Fleet St EC4 
21-49 West Street, Harrow, Middlesex Box 4202 Ad. Weekly 180 Fleet St EC4 


When you’re a 


typographer 


PRITCHARD, | at MeCanns 
WOOD then you are a 3 


wasp | TYPOGRAPHER 
PRODUCTION MAN We have room for one more ; ‘ 


About 24 years of age with 


| experience of handling large Apply 

national accounts. Canteen. 
Pension Scheme. 5-day week. Co ee 
Please write stating age, McCANN-ERICKSON ADVERTISING LTD. 
experience and salary required to 


R. F. Marston, Personnel Manager. Brettenham House, Lancaster Place, London, W.C 2 


Temple Bar 6600, 


F. C. Pritchard, Wood & Partners Ltd. 
25, Savile Row, W.1. 
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Aucust 3, 1956 j ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS GEIERZEm 
sae JUNIOR 


EXECUTIVE 
ACCOUNT SOLARTRON Junior Executive required for 


Advertising Department in 


EX EC UTIVE PUBLICITY MANAG ER London of firm of international! 


repute. Applicant selected will 
We are seeking an outstanding man capable of advising the have worked for several years 
often away from office requires Board on all publicity and advertising matters who also has the either with an Advertising 
; ability to build up and lead effectively a team of technical Agency or in the Advertising 

a personal assistant (male) to writers and publicity assistants. This is a challenging and a i i 
imulati wrtunity with the rapidly expanding Sol: Department of a large firm. 

keep work on the move and stimulating oppc ) © rapidly expanding Solartron , ill lude c 1 of 
Group of Companies who manufacture a wide range of elec- Duties will include control o 

generally deputise. A young tronic test equipment for an international market. overseas advertising budgets, 


man with a firm personality and Wide experience in the fields of technical writing, publicity checking schedules and costs. 
J advertising and modern methods of exhibition and display Starting sala around £750. 
traffic control experience would planning will be necessary and an extensive understanding of : Age po A i ©» esventions 
be suitable. Full scope for initia- electronics or a similar technical field is almost essential. 8 “7+ . g a P , 
T ' fle © AROMEB ya! , considered if qualifications 
tive. Write his is a position offering great scope and an excellent future table Writ full 
, and will carry a substantial four figure salary. suitaDie. rite giving tu 


Box 4194 The Group operates a generous non-contributory Pension details past experience. 
Advertiser's Weekly 180 Fleet St EC4 eens, Box 4167 
Apply in writing, giving full details of past experience, to the Advertiser's Weekly 180 Fleet St EC4 


Personnel Director, The Solartron Electronic Group Ltd., 
DISPLAY. Applications are invited Queens Rd., Thames Ditton, Surrey. 
irom persons capable of executing and 


developing original displays for Dry FIRST-CLASS 


Goods Departments The person 
appoimed must be thoroughly experi- | 
enced and have enthusiasm and an AUGER & TURNER LTD. ACCOUNTS EXECUTIVE RETOUCHER 
energetic approach to window and in- require F , a . 
terior displays This position is a | ree lance or staff appointment 
senior appointment and offers _un- LAYOUT-VISUALISER REQUIRED required immediately 
limited scope to the right applicant. BY DELTA DISPLAYS LIMITED "Phone Fleet Street 8371. 
who will be responsible to the Pub- with lettering, a strong point & typo- 14A South Wharf Road, W.2 
licity Manager Applications, stating goetr. Apply in writing to Ma ing a 
age, qualifications, experience and irector, Auger & Turner Ltd. Write or phone Paddington 1496 for ALL-ROUND LAYOUT MAN able to 
salary required, should be addressed to 40 Gerrard St., W.1. appointment. produce visuals and finished roughs 
the Managing Secretary, Scunthorpe with . P 
~< “ : os good knowledge of typography. 
nag se “a. th : — Ye ASSISTANT TO PRODUCTION MAN.- SHORTHAND TYPIST, must be good casting-off, etc., wanted by engineecr- 
Ox . . M4 ig eet, Se AGER wanted, age 20-30 Leading at figures, for Display and Exhibition ing concern with small studio eply, 
thorpe incolnshire | Industrial advertising agency IPA Specialists in S.W_ London Salary stating age, experience, 1o- : 
Pleasant atmosphere. Prospects. Pen- LS) pa. FLA MII Box 4201 Ad. Weekly 180 Fleet St PC4 
sion scheme. Write with history and 


PUBLIC RELATIONS Bon ass Ad” Weekly 180 Fleet St EC4 


| ASSISTANT TO EXECUTIVE for buss 
AND TANT TO EXECUTIVE for bu 


West End Agency Applicants musi 
have a thorough working knowledge 
PUBLICITY OFFICER of Production and Traffic work and 
have the ability to supervise detail 
REQUIRED We are prepared to pay a good salary 
to the right man 


to take charge of Zoo Publicity and Box 4200 Ad. Weekly 180 Pleet St BC4 
Advertising. 


Applicant must be experienced and 
competent to expand Zoo activity. Q 
Willing to live locally and travel as N b nd pl fi 

required. Apply in writing stating full Are ew usiness a ans or 
personal particulars, details of experi- 
ence and salary required to The 


Secretary, Dediey Zeslegical Society | | new development necessitate 
Lad., Dudley, Worcestershire. Vou | 
additional creative staff for 


rogressive and expandi 
COUNTY COUNCIL OF MIDDLESEX prog panding 


pusuic retations| | COPYWRITER Midland Advertising Agency. 
OFFICER The immediate need is for a 


Applications invited for the appoint- ... young, willing and able e . s 

ment of PUBLIC RELATIONS to cope with work on national first-class Artist / Visualiser. 
OFFICER to the County Council at ‘ 

a Salary commencing at the minimum accounts ranging from small 


. 
of the approved scale of £1,405 x £55 ool . ; a = p 
of the approved scale of £1.405 x £8: consumer goods to electronic Only men at present earning 
Appointment will be to the staff of the and industrial products? We 
Clerk of the Council, pensionable and ; " need 
subject to medical assessment and have a good, well-paid posi- a four figure salary 
prescribed conditions tion for you here. 
Applications in writing, stating age, 
qualifications and full details of Re a : apply to 
experience and past and present Write or’ Phone for interview to 
appointments, with names and 
addresses of 3 referees, to be received The Secretary, 
by me not later than 28th August. 
(Quote T.319 A.W.) Canvassing dis- ROLES & PARKER LTD. Box 4187 
qualifies R eS 
apier House, 
KENNETH GOODACRE, 


Clerk of the County Council Turnmill St., London, F.C .A. Advertiser’s Weekly 180 Fleet St EC4 


Guildhall, » ‘LE 05845 
Westminster, S.W.1 Tel. CLE 054: 


a 
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ADVERTISER'S WEEKLY 


Aucust 3, 1956 


CLASSIFIED ADVERTISEMENTS 


AN 
IMPORTANT 
MEMBER 

of our creative team 


can be a young typographer who 
in addition to his talent for fault- 
less mark-ups has sufficient skill 
at lettering to indicate accu- 
rately the types he uses. 


T. G. Scott & Son Ltd., 
Crown House, 143/147 Regent 
Street, W.I. Reg. 3891. 


APPOINTMENTS VACANT 


TECHNICAL WRITER 
(MALE) 


Required by The Permutit Company. 
have technical background either chemical or engineering 
and experience of technica! writing. 
week of 
and Social Club, Pension Scheme. 
reference TW/1 giving full details of age, qualifications and 


£600 p.a. upwards. 5-day 


experience to : 


The Personnel Officer, 
THE PERMUTIT CO. 
Permutit House, 

Gunnersbury Avenue, 
Chiswick, W.4. 


Applicants must 
Age 25—40. Salary 


374 hours, Sports 
Please write quoting 


LTD., 


ACCOUNT EXECUTIVE 


required by 
Exhibition Contractors Experience 
not essential, but must be able to read 
drawings, etc. Write, stating age, 


experience and salary required, to 


Box 4190 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required with 
ability to produce layout for Adver- 
tising Also a first-class Retoucher 
wanted. Bonus and pension schemes 
operating. Write 
Box 4206 Ad. Weekly 180 Fleet St EC4 


Pye Telecommunications Ltd., 
Cambridge, require a 


PUBLICITY MANAGER 


to handle advertising, sales litera- 
ture, house magazine, public 
relations, home and export sales 
promotion, for a wide range of 
telecommunications and _ allied 
products. Must have suitable 
experience. Some technical know- 
ledge would be an advantage but 
not essential. Progressive position 
with ample scope for right man. 
Preferably under thirty. 


required by medium sized West 
production department. 


mark-ups, etc. 


212a, Shaftesbury Avenue, London, 


PRODUCTION 
MAN 


Fully experienced production man 


to take charge of 
Press and 
type 


End Agency 


print experience essential, 
Write or phone for appointment : 


S. Corthine, Austin Knight Ltd., 


W.C.2, 
Temple Bar 7801. 


ADVERTISING. Derry & Toms, Ken- 


sington, require a Production Assistant | 
(age between 22-25) to work on Cata- 
logue and Press Advertising. Experi- 
ence in Store advertising essential. 
Ample scope and good prospects for 
person of initiative and ambition 
Apply Staff Controller, 4th Floor 


ERNEST G. EVANS LTD. 


210 STRAND, LONDON, 


REQUIRE 


RETOUCHING ARTISTS 
LETTERING & LAYOUT 


SHOE ARTISTS 
GENERAL ARTISTS 


ONLY FIRST-CLASS MEN NEED APPLY. 


PHONE OR WRITE STUDIO DIRECTOR FLE. 8301 


W.C.2. 


ARTISTS 


| 


FEMALE PUBLICITY EXECUTIVE 


required 


to run Advertising and Direct Mail 
Department of well-known Mayfair Whole- 
fale Fashion House Typing necessary 
Good prospects for person with enthusiasm 
and administrative ability 


Box 4171 
Advertiser's Weekly 180 Fleet St EC4 


S| TORE ADVERTISING. 


25 


Young man 
Must have experience in lay- 
- copywriting, etc., in a busy 
Advertising Department of a retail 
store. Good wages, pension scheme, 
cafeteria Call or write to Staff 


Manager, Gamages, Holborn, E.C.1 


Leading Technical 
Trade Journal 


invites applications for 


vacancy 


on-established monthly. 


Representatives with sound selling 
capabilities can earn very g 
remuneration. To work from 
London offices, but able to travel 
provinces once each month. A 
permanent appointment, salary, 
commission, expenses. 


Write full details of past selling 
experience in confidence to : 

Box 4180 
Advertiser's Weekly 180 Fleet St €C4 


REQUIRED by small recognised 
Agency, man experienced in creating 
layouts for retail, trade and technical 
press advertisements. bei age, ¢Xx- 
perience, salary required 
Box 4205 Ad. Weekly 180 Fleet St EC4 


COPYWRITER 


First class opportunity for young 
man to widen experience by 
taking charge of copy in New- 
castle agency. At least two 
years’ advertising agency ex- 
perience essential. Good salary 
and working conditions for really 
creative man. 


Box 4184 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL 
WRITER 


The Publicity Department of 
a large Machine Tool Sales 
organisation requires a Writer- 
Editor to be responsible for 
production of their House 
Journal. The post involves 
collection of material, editing 
technical copy and preparing 
layout of the Journal which is 
published quarterly. Position 
offers plenty of scope to a man 
with ability in this field. Apply 
Box 4185 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNTS /PRODUCTION clerk = re- 
quired by advertising agency Know- 
ledge of invoicing and production 
routines desirable. Please telephone 
for appointment: Ext. 6, CLErkenwell! 
0545 


EXPERIENCED SPACE SALESMAN 


to canvass for advertisements on litter 
containers, maps and other similar out- 
door media sponsored by local authori- 
ties. Capable men can earn £2,000 to 
£3,000 per annum. 20° commissioncr 
£10 per week and 10%, commission. 
ALL WEEKEND FARES PAID. 


Messrs. 
Elton Civic Maps Supplies Ltd., 
Publicity House, 
20a, Ayimer Parade, Finchley, N.2. 
hone: Mountview 1310. 


SPACE SELLER 
professional quarterly journal with 
specialised circulation, already fairly 
well supported. Write, stating terms, 
experience, etc., to 
Box 4128 Ad. Weekly 180 Fleet St EC4 


required for semi- 


An experienced and reliable 
SENIOR 
PRODUCTION 
MAN 
required 


by leading London agency. 
Wide knowledge of mechanical 
production and its ramifica- 
tions is essential, together 
with the ability to confidently 
control a selection of National 
and Trade accounts. Lunch- 
eon voucher and Pensions 
schemes in operation. No 
Saturdays. Write stating age, 
full experience and salary 
required to 


Box 4168 
Advertiser's Weekly 180 Fleet St €C4 
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AUGUST 3, 1956 


ili 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


Large company, with branches through- 
out the country, requires 


Advertising Supervisor or 
Manager 


Duties include supervision in prepara- 
tion of copy for newspaper advertise- 
ments and of existing Showcard and 
Poster department, for all branches. 
Must be fully experienced and must 
have heid a similar position previously. 
Good salary and permanent position for 
right man. All applications in strictest 
confidence. Apply in writing giving 
details of full experience in first instance 
to BAIRD & DAWSON LTD., Oid 
Colony House, South King Street, 
Manchester 2. 


ACTIVE, LIVE LONDON SALES 
MANAGER required by firm of top 
novelty successful gift articles Only 
applicants with proven results and pos- 


sessing the making of a sales director 
should apply. The one in a thousand 
chance tor the right man Write 
perience, articles and sales handled. 
current value, age, salary or com- 
mission, in strictest confidence 
Box 4199 Ad. Weekly 180 Fleet St EC4 
YOUNG LADY required for Voucher 
Checking and typing in Advertising 
Agency in West End. Hours 9-5.30 
5-day were Write, with full particu- 


irs, te 

Box 4193 Ad. Weekly 180 Fleet St EC4 

ASSISTANT SALES MANAGER ‘¢re- 
yuired for Publishers’ and Contractors’ 
office. Must be capable of selling at 
sll levels and obtaining new media 
Fxcellent prospects for the right man 
Apply with full details 
Box 4293 Ad. Weekly 180 Fleet St EC4 


NO rolling stone wanted for this oppor- 


tunity. We seek a layout man who 
will give of his best for an assured 
future He will work with a happy 
band on one of the sales promotion 
groups of George Newnes Lid. Excel- 
lent prospects. 5-day week. Pension 
scheme Telephone R S. Lyons, 
Chancery 2441, or write George 
Newnes Ltd., 66-69 Great Queen 
Street, London, W.C.2. 


EXPERIENCED SPACE SALESMEN 


REQUIRED to canvass for advertise- 
ments on litter containers, maps and 
other similar outdoor media sponsored 
by Local Authorities Capable men 
can earn £2,000 to £3,000 per annum. 
20% COMMISSION OR <10 PER WEEK 
PLUS 10% COMMISSION. 

ALL WEEKEND FARES PAID. 


ELTON CIVIC MAPS AND SUP- 
PLIES LTD. Publicity House, 20A 
Aylmer Parade, Finchley, London 
N.2. Tel. No. MOUntview 1310 


ARTISTS 
REQUIRED 


for 
First Class Design Work 
General Drawing 


Adaptation Work. 


Phone : TERminus 8770/0073 


WE SPECIALIZE in colour advertise- 
ments in the technical and national 
press. and need an energetic produc- 
tion worker to join our staff. Five- 
day week. Holiday arrangements will 
be taken into consideration Please 
write, giving details of expe! rience and 


salary required, to R. M 
Anne’s Gate, S.W.1 hanes 
ence is not all important. No 
calls, please 

WATFORD AREA, First-class Genera! 
Artist wanted Experience essential 


. Queen 
exper:- 
"phone 


Telephone or write for appointment. 
Bean Advertising Ltd & Station 
Road, Watford. Tel.: Gadebrook 3491 


COPY-CONTACT 


Experienced copy-writer with 


comprehensive background re- 


quired by growing agency. Write 


giving details to 


Box 4166 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST required near Bond 


Strect Top salary Apply Mr 
Alsworth, MAYfair 2251 
FIRST-CLASS RETOUCHER = (good 


salary) required for the progressive 
studio of Artplan Lid... MAYfair 2251 
Contact Mr. Alsworth 


GOOD GENERAL ARTIST 


Able 


roughs in 


required for Publicity Department. 
to produce quick finished 
colour, and some finished artwork. 
Leaflets, catalogues, point-of-sale ma- 
terial, etc. Write stating age, experience 
and salary required, to the Publicity 
Manager, Regentone Radio and 
Television Led., Romford, Essex. 


APPOINTMENTS WANTED 


ART DIRECTOR 
(ENGLISH) 


Would like to make a change. He is 
working on the Continent for a large 
Agency, who are handling well-known 
names in national advertising. He is 
visualising and producing full length 


schemes for client presentation. Con- 
tinent preferred. South Africa con- 
sidered. Four figure salary. 


Box 4169 
Advertiser's Weekly 180 Fleet St EC4 


LADY desires post 
Clients’ Accounts. 
Shorthand 
Box 4177 Ad 


Production costing. 
figures T.B. Typing 
Agency experience 

Weekly 1380 Fleet ‘St EC4 


DIRECTOR medium Advertising Agency 
seeks change, preferably Advertising 
Department of leading company 
Capable administrator = experienced 
account executive Wr 
Box 4191 Ad. Weekly 180 Fleet St EC4 


GENTLEMAN, 27 years leading Adver- 
tising Agency, seeks appointment 
advertising or publicity department of 
reputable company. Fully experienced 
administrative and production. Write 
Box 4191 Ad. Weekly 180 Fleet St EC4 


FREE SHORTLY, Lady, experienced 
Agency and National Advertiser, space 
pla ng, adm. nistration editorial 
correspondence Stalistic seeks im- 
teresting position in London or 
country Secretarial training, adapt- 
able, artistic 
Box 4178 Ad. Weekly 180 Fleet St BC4 


* HAND-PICKED " SECRETARIES 
avaslable.—The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3 


FREE LANCE SERVICES 


FIRST-CLASS FIGURE ARTIST 
commissions 


Box 3691 Ad 


seeks 


Weekly 180 Fleet St EC4 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards — 
Christmas, Birthday and 
Special Occasion—suitable tor 
general market. Novelty ol 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 
A. MASON & Co. LTD. 
207 ST. JAMES’S ROAD 
CROYDON ° SURREY 


TECHNICAL ILLUSTRATOR seeks 
commussions Accuracy in line or tone 
from 


engineers’ prints. also air-brush 
work Nothing too intricate 
Box 3889 Ad Weckly 180 Fleet St EC4 
COPY WRITER, free lance, required. 
Must be first-class For pro 
agency. mainly on direct mai 
Box 4155 Ad. Weekly 180 FI cet St EC4 


PERSONAL 


HOLIDAY RELIEFS! District 
sengers are available for the 
delivery of letters and parcels 
1026, 191 Piccadilly, W.1 


PRINTERS 


DIRECT MAIL SERVICE TO THE 
TRADE. Examples: (Special prices 
for contracts) Keenest prices for 
Graphotype work. Plates (B. Type 5 
lines) supplied and embossed from 
your lists £13 10s. per 1,000. Emboss- 
ing on your plates £10 10s. per 1,000 
Typing labels (large quantities) 30s. per 
1,000 (4 copies). Addressing envelopes, 


Regent 


typing, 26s. 6d. per 1,000. G.T.C 
82-90 Seymour Place, W.1! PAD 
44% 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant) 
CARILLON PRESS LTD.. 
Fine Coleur Printers, Bournemouth. 
Telephone Boscombe 36835 
Londen Oilice 4a Blooms my 
w.c.l Phone: CHAncery 2065 


ADVANTAGEOUS OPPORTUNITY 


occurs for Advertising or Publicity 
Agents to have literature enclosed in 
250.000 letters being posted carly 
August Terms reasonabiec 


Box 4188 Ad. Weekly 180 Ficet St EC4 


Artist Seeks Situation Abroad 


Age 3! Married. Typography, Re- 
touching, Visualising, Letterpress Re- 
production, National Diploma. Ac 


present Production Manager publishing 


house. 
Box 4173 
Advertiser's Weekly 180 Fleet St EC4 


LONDON PRINTERS REQUIRE 
INTEREST IN, OR OUTRIGHT PUR- 
CHASE OF, SILK SCREEN BUSINESS. 
CAPITAL AND WORK INTRODUCED. 

Box 4195 
Advertiser's Weekly 180 Fleet Sc EC4 


VERTISER has valuable space to se 
on Goods Invoices being repeatediy 
left with housewives in London and 
Home Counties 
Box 4189 Ad. Weekly 180 Fieet St EC4 


DEE? GLOSS Metal-Glazed Showcards, 
another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. Ask for speci- 
men and estimate. Dispro Lid., 36-38 
Peckham Road. S.E.5. Tel.: RODney 
7171 (6 lines) 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality lack-and-Whice and 
Colour photo litho, 


GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portiand St. Station) 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc. For particu- 
lars of studio facilities and more than 
1.250 models, including coloured 
people, contact Philip Gotlop Photo- 
graphs Ltd.. 24 Kensington Church 
St.. W.8. WeEStern 4130 


NOTICE 


The National Federation of 
Sub-Postmasters invite offers 
from firms wishing to be offi- 
cially recognised by the 
Federation as Approved Con- 
tractors for the display of Wall 
Space Advertisements in Sub- 
Post Offices as from January, 
1958, for a period not exceed- 
ing five years. Applications 
must be made within 14 days 
of this notice being published 
and should be addressed to : 
The General Secretary, 


National Federation of Sub- 
Postmasters, Evelyn House, 
Windlesham Gardens, Shore- 


ham-by-Sea, Sussex. 


SPECIAL ANNOUNCEMENTS 


See this week's issue of 
ADVERTISER'S WEEKLY, pages 
32. 33, 34 and 35, for the 
Services & Supplies Feature. 

August 31 will be the 
next issue containing this 
Feature. 

See July 13 issue of Apver- 


TISER’S WEEKLY, pages 40 and 
41, for the Monthly Register 
of Trade and Specialist Pub- 
lications Section. 

August 10 will be the next 
issue containing this register. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER’S WEEKLY Aucust 3, 1956 


Quality goods and services 


find a responsive market 
in the pages of the 
‘AUSTIN MAGAZINE’ ana ‘MOTORING’ 


Monthly — Price 6d. Monthly — Price 9d. 


Over 100,000 regular 
readers each month 


Publications of the 
British Motor Corporation 


Austin Motor Company Ltd. eZ Motoring 

Magazine Department BA The Nuffield Organisation 

84 The Promenade EF Cowley 

CHELTENHAM Phone : 52733 OXFORD Phone : 77777 


WRITE FOR SPECIMEN COPIES AND RATE CARDS 


GOUBIER 


— STOP PRESS — 


2 DS ra — 


invites applications for the post 
of 


EXECUTIVE 
ASSISTANT 


in the 


ADVERTISEMENT 
DEPARTMENT 


Please write in confidence giving fullest details 
of experience and salary required to : 


DORIS RICHARDSON. 
COURIER HOUSE, 
BLACKFRIARS BRIDGE. S.E.1. 


” Printed yy St. _ Clements Press Limited, Portugal Street, 


registered offices : 


Advertisement. Editorial and Sales office : 


Kingeway, 
180 Fleet Street, London, E.C.4, England (Waterloo 3388) 


Mercury House, 109-119 Waterloo Road. London, S.E.1 (Waterloo 3388). 


‘Special duties’ 
for McCann 


Carreras Ltd. have appointed 
McCann-Erickson Advertising Ltd. 
“for special duties.” This arrange- 
ment does not affect any existing 
agency responsibilities. 


Lord Woolton will be the leading 
speaker at a conference on Britain’s 
marketing problems to be held at 
the Festival Hall on October 9. 
The conference is organised jointly 
by the British Institute of Manage- 
ment and ISMA. Theme will be 
“The Management Challenge of 
1957: Can we sell our way out of 


| inflation?” 


Richard M. Viney, 31, youngest 
son of Colonel O. V. Viney, deputy 


| chairman of Hazell, Watson & 


Viney Ltd., was killed on Sunday 
while climbing the Jigihorn in the 
Swiss Alps. His companion, 


| Thomas D. Bourdillon, the Everest 


climber, was also killed. Mr. Viney 
worked for a plastics firm. 


BBC's quarterly report on TV 
audiences reveals that 4,500,000 
adults can now see commercial 
TV programmes—an increase of 
1,400,000 since April. Among those 
able to choose, CTV has a nightly 
average audience of 2,639,000 to 
the BBC’s 1,911,000. 


G. S. Royds Ltd. cricket team 
played RNVR at Thames Ditton, 


ming by 85 runs. Scores: 
tet “helo 78), RNVR. " 
(Shrimpton 4 for 7). 


Universal-International using TV 

advertising coupled with ads in 
London er. to support the 
London release of their 
new film, * oNeay All Boats.” Yester- 
day (Thursday), today, tomorrow 
and Sunday 15-second spots are 
being transmitted. Agents are the 
Robert Freeman Co., Ltd. “One of 
the most intensive promotions ever 
launched in film industry” it em- 
ploys technique normally confined 
to the press. 


William Wallace Davis has died 
at the age of 68. Before retirement 
in 1955 he was an be hep mo 
representative for the iol “Even- 
ing Rost,” a the paper at its 
inception in 


aay “tmesday” s “Daily Sketch” car- 
a full-page advertisement link 
~y Jim Laker’s 19 Test =~ Ay ~ for 
90 runs with Lucozade. 


In his annual report, H. C. 
Drayton, chairman of British 
Electric Traction, said that BET had 
a minority holding in Associated- 
Rediffusion Lid—and had “every 
confidence that this interest will be 
successful.” An A-R spokesman 
confirmed this week that Broadcast 
Relay Services and Associated 
Newspapers Ltd. were the main in- 
terests in A-R but that BET, an 
associate company of the former, 
had a minority holding. 


London, w. C2 2 for the proprietors, Business Publications | Limited, 
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